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The only airline offering direct service 


between 60 U.S. cities and 20 world centers abroad! 


. economical 
De Luxe First Class, and luxuyious ‘‘Ambas- 
flights. 


Choice of 3 world-proved TWA services. . 
Sk.v Tourist, 
sador”’ 


Stopover privileges at no extra fare mean delegates can 
go one way, return another ...stop off on business or in- 
clude a vacation in their trip. 


TWA’s Constellation fleet—the world’s largest—assures 
fast, dependable service. You spend time there, not get- 
ting there! 


Experienced TWA sales force handles all details... 
helps you contact members, reserve space and take care of 
other travel arrangements. 


TWA air cargo provides swift, sure shipment of your con- 


vention exhibits, samples and merchandise in plenty of time. 


For complete data on TWA _ convention services, 
Or write: Convention Manager, Trans W orld Airlines, 


call or write 
380 Madison 


CURRENT CONVENTIONS AND 
SALES MEETINGS USING 
TWA’s WORLD-WIDE SERVICE 


Alpha Omega Dental Fraternity 
December 26-31, 1953—New York, N. Y. 


National Coilegiate Athletic Association 
January 5-9, 1954—Cincinnati, Ohio 


National Associction of Home Builders 


cf the U.S. 

January 17-24, 1954—Chicago, Illinois 
American Academy of 

Orthopedic Surgeons 


January 23-28, 1954—Chicago, Illinois 


U. S. Brewers’ Foundation, Inc. 
January 24-28, 1954—Los Angeles, Calif. 


The Institute of Aeronautical 
Sciences, Inc. 


January 25-29, 1954—New York, N. Y. 


your local TWA -e. 


Ave., New York 17, N. Y. 


Fly the finest... nyvtWA 


TRANS WORLD AIRLINES 
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The American Decorating Company pro- 
vides quality decorations, rental chrome 
furniture and contracting services for all 
types of display presentations in conven- 
tions, trade shows, public meetings or 
private parties, 


Effective display presentation is economical 
with quality rental drapery. Our draperies 
provide attractive backgrounds for a mul- 
tiple play of your promotional ideas—to 
complement and emphasize your display 


pieces and sales messages. 


Our equipment is designed for your tempo- 
rary use to provide color, beauty and sales 
appeal. The applications of our equipment 
are numerous, 


Stage settings, complete expositions, factory 
beautifications, open house programs, sales 
meetings, banquets, civic affairs or the mini- 
mum requirements of a ten foot sales booth 
in a trade show are all handled with little 
work on your part. 


Gales 
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Warner-Chilcott Laboratories tried an in- 
are a Success 


novation for a change of pace: Competi- 
tors’ sales executives were put on the 


THE RAKE program to speak to its salesmen 16 
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How a Show Is Put Together 
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modate How Can a Meeting Help 
Handle Field Complaints? 
With right kind of meeting, your salesmen 
can participate in a management decision 
on handling customer complaints. 
dining rooms...the moder- By Richard Beckhard, Consulting Editor 22 


spheric 
saad Oak Room, the —_ © aes 
ately ee Room an the distin What a Buyer Wants at a Show 
Cape Co on Buyers go to trade and industrial shows to 
Camellia Hou - " learn what's new. Give them specifics on 
600 sleeping rooms. that provides particular products instead of generaliza- 
Owner Management tions on everything you make. 
” lized service. By Stanley W. MacKenzie, Director of 
rsona "a ity Purchasing, United States Rubber Co. 26 
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j—to complete 
our convention 


arr 
a success. 


voluntary complimentary 


be seen on request. Conventions Go Regional 


To Aid Small Businessman 


LY To reach small dealers who need business 
Th sessions most, National Asociation of 
O CE Independent Tire Dealer hit the road with 


i five regional meetings—‘mass produced” 
Chicago 


for economy. 


President By Yon kh Marsh, Executive Secre- 
rashears, *° __Sales tary, National Association of Independent 
EB. L. Brevice President —S# Tire Dealers er ad % 


This Will Stop a Depression? 


Any company can increase sales and gain 
public attention with showmanship, says 
Sylvania Electric at meetings for sales 
managers’ clubs, and shows how. 


By Bernard G. Priestley 


They've Put a New Twist on 
Promotional Medium 


Hiram Walker and Behr-Manning stage 
shows for their customers and don’t try to 
sell them a thing—except ideas. “Outside” 
exhibitors are invited to sell hard. The 
technique works for both consumer and in- 
dustrial goods ae é; 


Keep 'Em Awake with 
Better-Planned Meals 


Here’s how to give your group the plea- 
sures of the table without putting it asleep 
on rich foods. 

By Barbara Zugates, Director, Sheraton 
Hotels Food Research Department 
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Here is the Man You 
Have to Sell at a Show 


He exercises important influence over the 
purchases made by his company. He fre- 
quently attends a show with one or more 
company associates. He's around 40 and a 
company executive. 


by John T. Fosdick, Research Editor 59 


How a Theme Is Born 


“What are we doing now?” he asked, and 
Eastern Air Lines had a new theme for 
its meeting and contest 65 


Los Angeles Has Own 
Show Organization 


To stimulate its market activities, Los 
Angeles started a non-profit show manage- 
ment company as part of Chamber of 
Commerce 


How to Get Speakers 


Washington is packed with convention 
speakers. There are two ways to get them. 
Why you should turn to a professional 
bureau is told by a lecture management 
man 

By John C. Metcalfe, President, National 
Lecture Management, Inc. 7 


New Trend in Giveaways 


Guide books to convention areas are be- 
coming best sellers as giveaways; tell dele- 
gates what to see and where to go. They 
have special appeal to wives 


Buys Straight TV Time 
For Dealer Sales Meeting 


To introduce its new gasoline, Sunset Oil 
Co. telecast a “meeting” from its largest 
gasoline station. Cost was small: just $800 
for TV time ; 7 


Baseball Theme 
For Ad-Sales Story 


Simple meeting prop is visual aid with 
sound effects and audience participation. 
It outlined six steps in selling 


Films and Live Talent 
Combined for Impact 


Expensive part of traveling sales meeting 
was put on film and live actors “doubled 
in brass” to create fast-paced show on com- 
paratively small budget. 

By Eddy O’Brien, Dallas Jones Produc- 
tions, Inc. 


DEPARTMENTS 
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Convention Business 
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Exhibit Clinic 

Exhibitor’s Calendar 
Index to Advertisers 
Products for Planners 


SM/JANUARY I, $954 


A Convention 
At The Skirvin Hotel 
Is Assurance of Success 


Here you'll find complete facilities 
for both large and small gatherings, 
with all details handled by 
experienced personnel 

For added pleasure, there's 

air conditioned comfort throughout, 
with free radio and television 


Conventions are our BUSINESS — 
Not a “sideline.” 

WRITE FOR COLOR BROCHURE 

AND FULL INFORMATION 


OKLAHOMA CITY 
First and Broadway 
Telephone L.D. 381 


DAN W. JAMES, PRESIDENT AND GENERAL MANAGER 


Moving ? Gg Call... rant Giles Movagaenl 
Your ALLIED agent 


EXECUTIVE OFFICES 
FOR SALES MEETINGS 


1200 Land Title Building, Philadelphia 10, Pa. 
Rittenhouse 6-5420 


GENERAL MANAGER 
Philip Harrison 


BUSINESS MANAGER 
Paul Lightman 


EDITORIAL 


EDITOR ..................Robert Letwin 
ASS'T. TO THE EDITOR ... Eileen Kessler 
RESEARCH EDITOR John T. Fosdick 
CONSULTING EDITOR . .Richard Beckhard 
READERS’ SERVICE BUREAU . . Helen Cope 


no.1 specialist — | 


ADVERTISING SALES 


PHILADELPHIA 10, PA. 
1200 Land Title Building 
Rittenhouse 6-5420 
Philip Harrison Paul Lightman 


in long-distance MOVING! «> wns 


NEW YORK 16, N. Y. 


386 Fourth Avenue 
LExington 2-1760 


Randy Brown, Jr. 


CHICAGO |, ..L. 
333 N. Michigan Avenue 
STate 2-1266 
Thomas S. Turner 


(packing and SANTA MARBARA, LIE 


15 East de la Guerra 
Santa Barbara 2-3612 
ai i wt Warwick S. Carpenter 


SALES MEETINGS is issued quarterly on 

January |, April 1, July | and October | 

as Part Two of SALES MANAGEMENT. All 

mail for SALES MEETINGS should be di- 
a , - rected to Philadelphia office. 

No expensive crating problems when you Prompt pick-up and delivery assured by 

move trade show displays andequipment over 2200 vans. Special attention to 

by Allied. Nationwide storage facilities your individual needs. Agents from coast First Quarter 

permit hold overs, saves transportation to coast—see classified telephone direc- 

costs to home office for re-shipment. tory. General Offices, Broadview, Illinois. January 1, 1954 
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The New 
Auditorium Wing 
at The Greenbrier 


In mid-1954, The Greenbrier will offer enlarged and im- 
proved facilities for group meetings at famous White 
Sulphur Springs, West Virginia. The New Auditorium wing 
will offer groups up to 1,000 the most modern meeting AUDITORIUM set for banquet 


facilities to be found anywhere. Dimensions — 72’ wide by 112’ long. No 


i ; t r obstructions. Fully equipped stage 
The new addition will have an 8,600 sq.-ft. auaitorium 40’ x 20, orchestra pit, dressing rooms. 
: . a i Motion picture and slide projection. 
with a capacity of 1,075 for meetings and 860 for banquets. PA. system. 
. 7 : yee 110-220v. A.C. power supply with ample 
A theater with continental style seating and an inclined floor outlets. Pantries and kitchens adjoining. 


will accommodate 400. Both will have full stages with all 
facilities, plus the latest projection equipment and PA. 
systems. Various sized smaller meeting rooms are also in- 
cluded. The entire wing will be air conditioned. 


For detailed information about the new meeting facilities, 


address: DIRECTOR OF SALES 


at Prentrtcr pete 


Dimensions 56’ x 76’. 
Inclined floor, continental seating 
’ 7 g. 
WHITE SULPHUR SPRINGS, WEST VIRGINIA Fully equipped stage, 40" # 10 
Telephone: White Sulphur Springs 110 (34' proscenium opening), 
Teletype: White Sulphur Springs 166 orchestra pit, dressing rooms. 
re picture and slide projection. 
P.A. system. 
Or inquire of Greenbrier offices in New York, 588 Fifth Ave., JU 6-5500 * Boston, 73 Tremont §t., 110-220v. A.C. power supply. 
LA 3-4497 ¢ Chicago, 77 W. Washington St., RA 6-0625 * Washington, Investment Bldg., RE 7-2642 
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ee VALUE! 
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mr ai (Convaetion GROUPS, large and 

fll ft " | small, now recognize that the New 
“15 Yorker offers more real hotel value 

i _ than ever. By any yardstick you 
BH choose—location, service, cost, con- 
vention “know-how’’—this is now 
New York’s outstanding popular- 
priced convention hotel. A wide 
range of air-conditioned meeting 
and banquet rooms, ample exhibit 
space and specially trained person- 
nel make every group meeting a 
i / success. When you consider New 
wn | -York, consider the New Yorker be- 

MY : cause it offers you unexcelled value! 


} 


| 


For detailed convention information, 


Sales and Advertising. 


Wt "on | NEW YORKER 


ue eee tH | Frank. Andrews, Pres. Gene Voit, General Manager 


| yey | 
| Sty aa ||| mol write to D. W. Carlton, Director of 


WRITE US TODAY FOR THE HOTEL NEW YORKER CONVENTION PLAN 
ATH STREET AT EIGHTH AVENUE. NEWYORK1. NY. DIRECT TUNNEL CONNECTION TO PENNSYLVANIA STATION 
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MOVE YOUR EXHIBITS 


North American Van Lines announces 
THE ONLY DEPARTMENTALIZED 


SERVICE FOR QUICK, SAFE HANDLING 
OF ALL TYPES OF DISPLAYS 


Getting the display IN ... and getting it OUT 

. is every exhibitor’s biggest problem. To 
solve this problem hundreds of leading firms 
have turned to North American padded vans 
for fast, sure deliveries with little or no crating. 
And now North American has set up a-new 
Display and Exhibit Department—first in the 
field—rendering a complete, personalized serv- 


ice. Call your local NAVL Agent! 


NAVL padded vans carried Ford pace car to 
dealers all over the country. 


North American vans transported Chrysler 
traveling exhibit to many U. S. cities. Up to 
35 vans were used at one time. 


Battery of leased wire equipment at NAVL 
offices assures “dated” delivery. 
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SEND FOR HELPFUL BOOKLET 


Valuable suggestions on how to move 
your trade-show displays quickly, easily 
economically . . . in new illustrated brochure, 
just off the press! Phone local North American 
agent or write for free copy. Save time, 

worry, money—ship displays the 

North American way! 


North American Van Lines 


INCORPORATED 
GENERAL OFFICES: FORT WAYNE 1, INDIANA 
Agents throughout U.S.A. and Canada 
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PLAN YOUR CONVENTION WITH THIS MAP! 


... It’s United Air Lines’ “Route of the Mainliners” 
... your guide to fast, dependable travel, convenient 
schedules, bigger than ever attendance records, more 
productive sales meetings! 

Over this route, United Air Lines’ Mainliners fly 
daily schedules north, south, east and west, getting 
you and your men to and from convention sites 
quickly, comfortably and usually for less than the 
cost of First-Class Rail travel with lower berth. 

With United Air Lines, you enjoy delicious meals, 
full stopover privileges enroute. You can take your 


wife along for half-fare under the popular United 


Family plan and enjoy many other savings in time 
and money. 

Let United Air Lines help plan your next meeting! 
Information about schedules, costs, optional routings 
and stopovers is yours for the asking. Promotional 
literature to help stimulate interest and attendance 
is also available, without extra charges, through your 
nearest United Office or by writing 

M. M. Mathews, Supt. of Convention Sales 

United Air Lines, 5959 S. Cicero Ave., Chicago 38, Ill. 


THE NATION’S NUMBER ONE COAST-TO-COAST AIRLINE UNIT ED 
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SHOWMANSHIP... 
that sells! 


All previous attendance records were shattered at the 

Iron and Steel Exposition held in Cleveland . . . and the Elliott Company 
made maximum use of this opportunity to tell their story. 

Graphic presentation combined with 

convincing demonstrations 

to impart technical information to showgoers 

quickly and with impact. 

Write, wire or phone today 


to put SHOWMANSHIP into your exhibit. 


PITTSBURGH 

477 Melwood St., Pittsburgh 13, Pa., MAyflower 1-9443 
NEW YORK 

516 Fifth Avenue, New York 36, N.Y., VAnderbilt 6-2621 
CHICAGO 

1937 W. Hastings St.; Chicago 8, lil., TAylor 9-6600 
DETROIT 

810 Book Tower Bidg., Detroit 26, Mich. WOodward 2-3557 
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Here's How Meeting-Site Service Works 
To Solve Your Hotel Selection Problems: 


Send your request to Meefing-Site 
Service for a list of hotels that can 
handle your meeting. Indicate size of 
your group, geographic area or sites 
you prefer, type of hotel (resort or 
metropolitan) and what special facili- 
ties you require (visual aids, stage, 
golf course). Any details about your 
meeting needs that might aid in 
screening hotels should be listed. Yu 
may use the standard request form 
(right) if you are planning a single 
meeting, or submit request with com- 
plete needs outlined in the letter if 
more than one meeting is planned. 


Meeting-Site Service will screen its 
file of over 700 convention hotels to 
select those that have the facilities 
you require. (Complete facilities 
records on all leading convention 
hotels is kept up to date by SALES 
MEETINGS. 


2. 


4. 


Open dates can be checked for you, 
if you so desire, to determine whether 
hotels with facilities you need, can 
handle your meeting during the days 
you specify. 


Sites for company shows or exhibit 
tours can be listed for you by Meet- 
ing-Site Service. Whether you require 
a hotel ballroom, complete floor of 
a hotel or a major convention half or 
auditorium, complete facilities facts 
can be made available. Lists of dis- 
play builders and decorators to handle 
your exhibits, or agencies to supply 
entertainment or models can be sup- 
plied at your request. 


For complete MEETING-SITE SERVICE fill out and mail this form 
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GIVING YOU PROBLEMS... 


Call on MEETING-SITE SERVICE 


New FREE Service for Sales Management Subscribers 


DESIGNED TO SAVE EXECUTIVE TIME, EFFORT AND TEMPERS 
IN SELECTION OF HOTEL SITES FOR MEETINGS AND EXHIBITS 


There's a steady trend toward more and smaller sales 
meetings in sales territories. This creates problems in 
meeting-site selection. Most meeting planners are not 
familiar with all the facilities in hotels across the 
country that can adequately serve their needs. Until 
recently, meeting planners never had to consider many 
sites. Now with more meetings to plan in more places, 
they need accurate facts on the better hotels. To 
assist meeting planners to find the hotel facilities they 
require, SALES MEETINGS, Part 2 of SALES MANAGE- 
MENT, has set up a special service desk to handle 
meeting-site inquiries. Meeting-Site Service, upon re- 
quest, will send you a list of hotels in any city or area 
cf the United States, Canada, Mexico, West Indies or 


Hawaii, that have the facilities you seek for your next 
sales meeting or series of meetings. This service is 
available to SALES MANAGEMENT subscribers (or 
other executives in charge of meetings in subscriber 
companies) only, af no charge. Many subscribers have 
requested information on convention hotels—not avail- 
able from any other source—and have found facts 
from our files of immeasurable help. Because the 
volume of requests for hotel information has grown, 
Meeting-Site Service has been created. Open dates, 
rates and special facilities available can be sent to 
you on the hotels that have what you seek for your 
sessions. 


Mail thisformteo—> 


MEETING-SITE SERVICE 
Sales Meetings 


1200 Land Title Bidg., Phila. 10, Pa. 


Piease send a list of hotels having facilities we require and other data as indicated below. 
| understand there is no cost or obligation on our part for this service to subscribers. 


(If data required for more than one meeting, give details in letter.) 


A PART TWO OF 


We prefer to meet in (city or area) 
Attendance will be 


No. of bedrooms required: Single... . 


We prefer 

., Double. ..., Twin... 
; capacity of largest . Exhibit area required: ...... . $q. ft. 
Our meeting will include a [] Breakfast [] Luncheon [] Dinner or Banquet [_] Cocktail Party 
Sports or recreational facilities required: . a 
Could use help with [] Entertainment [_] Films 
Additional facts about our needs: 


., Suites.... For how many nights?. 
No. of meeting rooms needed 


Send facts to: NAME 
COMPANY 
ADDRESS ep 
CIs 282 ee Sor ee aan ZONE ......STATE 


Tn se ee Pee ee ee ee Ee) 
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Here’s where Successful Conventions Begin! 


Make American your 
TRAVEL HEADQUARTERS 
when Planning 

a Convention! 


= 


oe 


No need to waste time and energy planning transportation 
for your convention. American’s experts will be glad to take 
this problem completely off your shoulders. 

American offers fare savings — low-cost Flagship tours — and 
special stopover and alternate route privileges for those who 
want to visit friends on the way. 

For details, see your nearest American Airlines ticket office 
or write to F. W. MacBarron, Convention Sales Manager, 
American Airlines, Inc., 100 Park Ave., New York 17, N. Y. 


Snerias Lending Avie AMERICAN AIRLINES ™ 
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What Will Happen Without EPT? 


A few weeks ago, the sales manager of a promi- 
nent hotel chain bemoaned the passing of excess 
profits tax. His operation, he confided, is built heav- 
ily on convention business. “If companies start to 
cut down on meetings and national convention par- 
ticipation now that they are spending their own 
money instead of Uncle Sam’s,” he wailed, ‘“‘we’re 
in an awful fix.” 


His implied prediction of fewer meetings and less 
exhibits didn’t stack up with what we believe to be 
the facts. With a hard-sell competitive situation 
in the offing, it doesn’t seem likely that industry 
will pull in its horns on one of its most produc- 
tive promotional media. 


There’s only one place to check the facts of such 
a prediction—with the people who spend the money 
for meetings and exhibits. So, between my conver- 
sation with the disheartened hotelman and _ press 
time, I’ve been asking this question of dozens of 
sales managers, sales promotion experts, industrial 
show managers and other members of the promo- 
tional fraternity in industry: 


“Now that excess profits tax is out, what’s your 
company doing about sales‘ meetings, conventions 
and exhibits?” 


I asked that question of an advertising manager 
of a large industrial company that was exhibiting 
at the Chemical Show in Philadelphia. ‘“‘We haven't 
given excess profits tax a thought,” he said. “Right 
now I have to hurry home from the show in order 
to present the biggest trade show budget our com- 
pany has ever. planned.” 


“We've given it some thought,” said a sales 
manager of a business machine manufacturer. ‘“‘We 
finally agreed that the excess profits tax will be 
back soon anyway, and we're planning without any 
consideration of it one way or the other.” 


I put the question to the president of a large 
manufacturer of basic parts for industry as we 
lunched together. He turned to me quizzically and 
said, ‘Excess profits? We haven’t had any; we had 
a strike. But if we did have excess profits to tax, 
it wouldn’t make any difference in our promotional 
activities. Oh, we might look at salesmen’s ex- 
penses a little more closely,” he said, “but we cer- 
tainly wouldn’t change our sales promotion. Indus- 
trial shows are important to us, and we're not going 
to cut appropriations just because the tax picture 
changes.” 


An industrial show manager answered my ques- 
tion with this: ‘You tell me how the killing of 
excess profits tax is affecting exhibiting. In 1954 
we'll have the biggest show we've ever had. Our 
problem is how to get exhibiting companies to take 
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There's a new climate in Washington for busi- 
ness. Now's the right time for _— your 
important events in the Capital. 


Put your important meetings and exhibits where important 
things are happening. You can book your big meetings, confer- 
ences and shows in Washington's foremost meeting site. Com- 
plete facilities for national company meetings—sales, promo- 
tion and public relations exhibits—are available now at National 
Guard Armory. 


Put your meeting in the limelight . . . where the = of the 
nation's business are focused. Bring your salesmen, distributors 
or dealers to the most important spot in the world. 


Some Choice Dates Available 


THE LARGEST EXHIBIT SPACE 
IN THE CAPITAL CITY 


16,000 $Q. FT, OF UNOBSTRUCTED FLOOR SPACE 
All on One Floor 


COMPLETE CONVENTION FACILITIES 
TRAINED AND EXPERIENCED STAFF 
UNEXCELLED PUBLIC ADDRESS SYSTEM 
ADDITIONAL MEETING ROOMS 


EASY DRIVE-IN FACILITIES 
Unload Exhibit at Booth 


CRATE STORAGE SPACE 


PARKING ACCOMMODATIONS 
FOR (000 CARS 


ABUNDANT LOW COST TRANSPORTATION 
{0 MINUTES FROM THE CAPITOL 


THE SHOW PLACE 


of the Nation's Capital 


For Information Write: Armory Board Manager 


National Guard Armory 
2001 EAST CAPITOL STREET 


WASHINGTON 3, D.C. 


House Your 


Entire Convention Under One Roof 
aud. 
All Your Exhibits on One Floor 


= 


ASE Da ee SL a 


PLANNED SINGLE FLOOR CONVENIENCE f 


4 T =. = 
* ectrfra t= Ee: 
r4 " = — — Lys 
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BALLROOM 
CAPACITY 


EXHIBIT SPACE . . . over 40,000 square feet of air-conditioned exhibition space. 27 AIR CON- 
DITIONED MEETING ROOMS . . . accommodating from 10 to 2,000. EXCEPTIONAL BANQUET 
FACILITIES . . . for functions of any size. SUPERBLY SITUATED . . . near Marshall Field’s and the 
Merchandise Mart, in the heart of the the.ter district. 1501 REDECORATED GUEST ROOMS... 
every room with radio, many with TV and air conditioning. WORLD FAMOUS RESTAURANTS. 
College Inn Porterhouse — tops in America for tender steaks. Well of the Sea — seafood flown in 
daily from both oceans. And for delicious food at modest prices — the Celtic Cafe, the Coffee Shop 
and the Snack Bar. DRIVE RIGHT INTO THE SHERMAN .. . the only hotel in Chicago that gives you 
this service. No waiting for busy doormen when you arrive—no waiting for delivery when you leave. 


For information phone, wire, or write Danny Amico, Director of Sales. 


THE 


CHICAGO'S MOST CONVENIENT HOTEL 


° 
Randolph, Clark and La Salle Streets 


Telephone: Franklin 2-2100 
Teletype: CG 1387 
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less space so that we can have room for most of "a 
the exhibitors who want to get in.” 

“Doesn't mean a thing,” said a representative e 
of one of the country’s biggest corporations—one in Coming “—_ wy 
the top tax brackets. “Our sales department looks 
at the sales goals, not the tax situation, when it 


plans meetings and exhibits.” : iy A i] i 1954 | 

I could quote at least two dozen others with in t fa pri J ssue 
whom I spoke on the subject, but it all boils down 

to what a sales manager for a giant appliance manu- e 
facturer said to me: “Listen, don’t you believe any the first 
talk about excess profits tax changing anything. If 


we have to hold some extra sales meetings or take 


space in some more shows to move our merchandise, 
do you think we’d worry about whether it’s an 18- 
cent dollar or a 50-cent dollar that pays the bills? 


We've got to sell the stuff the comes off our assem- 


bly lines. Whatever it takes to do it, we'll do. If 

meetings with salesmen, distributors or dealers will 

help to sell our products, you can bet we won’t be 

checking our tax bracket before budgeting our pro- 
motion.” 


ry. , . e . 

That’s the way it went. If my unhappy hotel | h d 
friend wants a tip, he had better hire a few more ever pu KY a 
bellboys. There’s going to be a lot more convention 

delegates dropping bags in front of his room clerks. 
According to our records, there has been a 50% e | Di + é Fa + 
increase in trade shows since 1950, and 1954 has omp ete irec ory  ° cTs 


more sales meetings and conventions already sched- 


uled than any year in history. On Over 700 Hotels That 
Never Underestimate the Power... Handle Conventions and 
Here is a slick system that increases attendance Sales Meetings 


at your trade show booth. I don’t know what com- 
pany first used it, but I have been assured it works 
like a charm. ' ° 
Salesmen, for purposes of establishing this system, Here Ss the Hotel In formation 
are required to get the names of secretaries of all ! ° ° ° 
customers and prospects on whom they call. A spe- You | Find in Convention 
cial mailing list of secretaries is then compiled. 
Promotion pieces to the secretary tell her to mark Hotel Blue Book: 
the trade show dates on the boss’ desk calendar. 
Copy to the gals explains that the show is important 


to the boss and that he'll appreciate being reminded Rooms available for meetings and rates 
about attending. Final mailing to gal-Fridays is a 


memo card listing things the boss will see at the Banquet room facilities and rates 
particular booth. Secretaries are advised ‘o clip 


a 
this memo card on the papers and tickets the boss Exhibit areas (in square feet) 


will take with him to the show. 
While secretaries get between one and three ‘ ae 
mailings, no let up is made in mail to the boss. Sports and entertainment facilities 


Audio-visual equipment available 


Transportation lines to convention city 


A Badge Changes a Man : ota : 
9 9 : Leading auditoriums and convention halls 
Conventioneers are the strangest people. 


+ 


Doctor’s who earn $25,000 a year and more, will 


stand in line for more than 20 minutes at a medical ALL SUBSCRIBERS WILL RECEIVE THE 
convention to receive a free package of cigarettes BLUE BOOK WITHOUT EXTRA COST IN 
in a plastic box. 

P Now, we ace that a association gets heavy THE APRIL | ISSUE. EXTRA COPIES 
irst-session attendance each morning of its conven- 
tion by passing out silver dollars to everyone who AVAILABLE AT $3 EACH. 


arrives on time. Delegates flock in early to get 
silver dollars. * - 
Its their own money they are getting back, of Another Sales Meetings Service In the 
od ay . 2c 1 “e : f 2° 9 > : “rT - N . J 
course, because registration fees are increased to Interest of More Productive Conven- 


cover “free” silver dollars. 
tions and Sales Meetings 
ROBERT LETWIN g 
Editor 
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“ANY QUESTION GOES,” at informal 


session 


handled by Edmund E. Beckwith, Jr., sales manager, 
and Charles T. Silloway, vice-president. Precedents 


went, too, when competitors came in. 


Invite Competitors to Address Your Men ? 


Warner-Chilcott Laboratories needed a change of pace for 


its two-week-long sales training meeting. 


Besides gag 


stunts, it tried an innovation: Competitors’ sales execu- 
tives were put on the program to speak to its salesmen. 


Would you dare to invite a com- 
petitor’s sales executive to address 
your company’s sales meeting? Well, 
it’s been done, and both the competi- 
tors and the innovator have found 
sufficient merit in the idea to add it to 
their store of sales meeting techniques. 

Warner-Chilcott Laboratories, eth- 
ical pharmaceutical division of Warn- 
er-Hudnut, Inc., invited not one, but 
two competitors’ sales executives to 
address its salesmen. Why? For sev- 
eral reasons: 

“All manufacturers in our industry 
have the same basic problems,” ex- 
plains Edmund R. Beckwith, Jr., 
sales manager, Warner-Chilcott. “If 
we have articulate competitors talk 
about their problems, they are em- 
phasizing the same things we say to 
our men. We respect our competi- 
tors. When they address our men, it 
helps to expose their ‘brains.’ We get 
to know they are smart. . . It’s stim- 
ulating to our men.” 

Your competitors seldom tell your 
men anything that you have not told 
them many times in a different form, 
but when they talk, salesmen listen 
carefully. “Everyone who has been 
exposed to it has gotten a kick out of 
it, and has liked it very much,” says 
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Charles ‘Tl. Silloway, vice-president in 
charge of sales. it is the change of 
pace that enlivens a meeting. 

One of the competitors to address 
the Warner-Chilcott national sales 
meeting was Robert A. Hardt, vice- 
president, ‘Hoffmann-LaRoche, Inc. 
He was not at all surprised by the 
invitation. He had tried the tech- 
nique before. 

“The first experience occurred 
when I, by happenstance, met a com- 
petitor’s division sales manager in the 
lobby of a hotel where we were con- 
ducting a meeting,’ reveals Mr. 
Hardt. “I invited him to come to our 
luncheon and speak to our salesmen. 

‘The invitation was given in some- 
what facetious vein,” he recalls, “but 
he accepted. The informal talk he 
made, following the luncheon, was 
well received by our men. He stressed 
the importance of good salesmanship 
for any company. He was able to 
drive home one or two important 
points which we had not been com- 
pletely successful in selling to our 
men. 

“The salesmen present were in- 
trigued and pleased to meet a com- 
petitor about whom they had heard 
and to find that he, too, was a human 


being; that he was as sincere about 
his work and that he, too, had 
problems.” 

Not only does the company who 
invites competitors to its meeting have 
a novel and stimulating session on its 
program, but the competitor-speakers 
find advantages in the experience. As 
a speaker before the Warner-Chilcott 
meeting, Mr. Hardt says: 

“T had an opportunity to see an- 
other field staff and chat with men 
who have problems similar to those 
of men under my supervision. Natu- 
rally, one is curious to know how his 
staff compares with that of a com- 
petitor in appearance and attitude.” 

Mr. Hardt lists other advantages 
to his company and himself that a 
speaker enjoys at a competitor’s sales 
meeting: 

“T tried to make a good impression 
for my company and its policies and 
at the same time recognize the fact 
that this competitor occupied an im- 
portant place in our industry. It was 
interesting to observe the reaction and 
to find that all people appreciate an 
unusual situation and down inside 
them believe in fair play.” 

At the session, Mr. Hardt was 
careful to observe how others do 
things. He was interested in arrange- 
ments for sessions in various meeting 
rooms. “I had the opportunity to see 
other sales executives at work and to 
know how they handle their intro- 
ductions.” 

The venture into the domain of a 
competitor had a valuable effect on 
his salesmen, too, says Mr. Hardt. 
‘Sere of our salesmen met Warner- 
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Chilcott salesmen in the field, follow- 
ing their visit to the national meeting. 
These men reported to our men that 
I had appeared on their program 
which gave our salesmen a feeling of 
pride that I had been so selected. At 
least that was their report to me, and 
it came from a number of sources, 
and I therefore believe it to be 
correct.” 

Vincent A. Burgher, vice-president 
in charge of sales, Ciba Pharmaceuti- 
cal Products, Inc., was initiated into 
this invitation-to-a-competitor tech- 
nique at the Warner-Chilcott meet- 
ing. He finds the benefits to his 
speaking before a competitive group 
are industry-wide, rather than per- 
sonal. Pointing out that his accept- 
ance of the invitation “is not made 
primarily to promote company or self 
advantages,” Mr. Burgher states: 


“Such an appearance affords the 
opportunity to speak in the interest 
of the over-all Pharmaceutical Indus- 
try and to stress the ethical activities 
of the major segment of our industry. 
If this objective can be obtained as 
a result of a sales executive’s speak- 
ing before a group of representatives 
of a competitive company, then ad- 
vantages may accrue to the speaker’s 
organization as a result of the opin- 
ions formed by the sales individuals 
before whom he appears. It is an in- 
tangible return which may eventuate 
if a proper presentation is made.” 

After his experience at the Warner- 
Chilcott meeting, Mr. Burgher finds 
sufficient merit in the “opposition” 
speaker technique to duplicate it. “On 
occasions,” he confides, “we would 
welcome a competitor as a guest 
speaker.” 

Competitors were not the only new 
technique on the Warner-Chilcott 
program. The meeting was a two- 
week long session in the Berkley- 
Carteret Hotel, Asbury Park, N. J. 
It was filled with intensive training 
sessions designed to weld two sepa- 
rate sales forces together. Warner- 
Hudnut, Inc., had just merged its 
two ethical pharmaceutical divisions 
—William R. Warner and Chilcott 
Laboratories—into one company. The 
sales meeting was to train the two 
sales forces to handle each other’s 
products and absorb information on a 
new marketing approach. 

Becuse so much heavy material 
was packed into the meeting, it was 
necessary to inject variety. Competi- 
tor speakers were one change of pace; 
unrehearsed skits were another. 

Dialogue for the skits was written 
by Tom G. Bastyr, division manager, 
Southern California. The short dia- 
logues were typed on slips of paper 
and handed to salesmen in the au- 
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dience. They got up on the stage and 
read their lines, donning whatever 
bits of costume might add to the 
humorous situations enacted. Often, 
costuming entailed simply _ signs 
marked “Salesman” hung around the 
players’ necks. 

In addition to gag skits, lyrics were 
written to popular songs. A sample: 


I see products floating in the air, 

Hear directives and there’s no one 
there. 

New reports are getting in my hair. 

I wonder why, I wonder why. 


Brand new problems plague me 
night and day. 

Who's to buy direct and how much 
will he pay? 

When the wholesale druggist says 
“go way and stay,” 

What am I gonna say? 

I wanna cry. 


Leavened with gag skits, luncheon 
get-togethers and competitors’ talks, 
the small and intensive training ses- 
sions were made bearable and pro- 


While there is general agreement 
that competitors create many advan- 
tages to their speaking at a sales meet- 
ing—both to the sponsoring company 
and the competitor’s—there can be 
disadvantages. Explaining the disad- 
vantages which “very definitely 
might develop from the procedure, 
Mr. Burgher says: 

“An invitation extended must be 
predicated on complete confidence in 
the ability, diplomacy and integrity 
of the competitor. 

“A sales meeting is called for one 
reason only: to ultimately increase 
the profit return of the company. 
Here many confidential company 
matters pertaining to products, sales 
volume, procedures, accomplishments 
and lack of accomplishments are dis- 
cussed. A diplomatic speaker will 
arrive only at the scheduled time 
and will not remain for any of the 
balance of the company meeting. An 
invitation extended to a competitor 
for an after-lunch talk is desirable 
both for the guest and the company. 

“The invited competitor must, ob- 
viously, choose his subject with great 


“Salesmen were intrigued and pleased to 
meet a competitor about whom they had heard 
and to find that he, too, was a human being... 


and that he, too, had problems." 


ductive. Salesmen needed the off-beat 
program insertions to relieve tensions 
of absorbing hundreds of new prod- 
uct facts—new’‘in the sense that sales- 
men had handled only half of the 
items they were now required to sell. 

Although Mr. Burgher was a com- 
petitor, his talk to Warner-Chilcott’s 
salesmen fit right in with the theme 
of the meeting. The theme revolved 
around this thought: 

“Everyone competes for the physi- 
cian’s time and attention — journals 
by the gross, letters, books, brochures 
by the carload. In a small part of 
the physician’s ever-lessening time, 
before his mind strays to other im- 
portant things, we've got to tell him 
something worth listening to.” 

Mr. Burgher discussed the prob- 
lems of setting up exhibits in hospitals 
for the staff. He revealed the trend 
toward exclusion of exhibits by hos- 
pitals because of poor conduct by a 
minority of salesmen. He told about 
the standards set up by his company 
for exhibit manning in hospitals to 
make the exhibit informative for the 
doctor and at the same time not inter- 
fere with the activities of the staff. 


care. To touch in any way on sales 
policies, training procedures and 
techniques which may be entirely for- 
eign to the operations of the company 
before whose representatives he is 
speaking, could be most embarassing. 
Comments relative to remuneration, 
expense allowances, bonuses and: so- 
called ‘fringe benefits’ should certain- 
ly be taboo. 

“Sales executives of ethical com- 
panies meet often for social and busi- 
ness purposes. Such meetings prove 
to be both enjoyable and of definite 
business value. Why then,” Mr. 
Burgher sums up, “can not proper 
personnel of proper companies speak 
on proper subjects before the sales 
group of his competitor?” 

On the subject of possible disad- 
vantages of competitor speakers, Mr. 
Hardt alludes to just one. 

“Only disadvantage I can think of 
is that some misinformed individuals 
may consider it sinister for competi- 
tors to be friendly. I can assure them 
that we exchange no secrets and that 
we merely try to elevate our industry 
in particular and salesmanship in 
general.” The End 
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At crack of dawn trucks arrive at Randolph Street loading platform in rear of the 
hotel to unload hundreds of thousands of dollars worth of exhibits for Instrument Show. 


LOWER EXHIBIT HALL ® 


Most visitors are dazzled by 


How A Show Is 


When the average attendee of a 
trade show or convention walks into 
the exhibition hall for the first time, 
he is invariably dazzled by the ka- 
leidoscope of colorful decorations, 
lights, booths, sights and smells. 
Immediate impact is usually pleasing 
to all his senses, but seldom does he 
stop to ponder: ‘Wonder just how 
much planning and labor was neces- 
sary to reach this end result.” 


Upstairs in exhibition hall, pipefitters from hotel's staff install high pressure, compressed 
air lines that are required by some exhibitors for operation of their equipment. 


Behind The Scenes 


Behind-the-scenes activity in pre- 
paring a trade show can be as fasci- 
nating as the finished production. 
To see just what goes on before the 
conventioneers arrive, we went to 
Hotel Sherman, “Chicago, to watch 
its convention crew set up the larg- 
est show it had ever handled—an- 
nual meeting of the Instrument So- 
ciety of America. 

In their previous annual trade 
shows, instrument people had always 

: , met in large public auditoriums be- 
3 With booths "roughed in" upstairs, crew unloads carefully-packed instruments and cause of the many oversize products 
2 


displays from van, Equipment is rolled along a ramp to be delivered to booth. being shown in the booths and be- 
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displays, but few know 4 Exhibits foreman checks booth location numbers against master floor plan, taped to 
e post. He insures that displays are delivered to the right spots on the exhibition floor. 


Put Together 


cause of a large attendance. The 
1953 exhibit was its first venture in 
a hotel. In 1952, they met at the 
large auditorium in Cleveland; in 
1951, Dallas; in 1950, Buffalo, and 
in 1949, Philadelphia. 

Their 1953 exhibits numbered a 

record 300, and used approximately 
100,000 square feet of space, show- 
ing to 19,000 people. It was larger Hodge-podge? No—checker and Exhibits Manager Reland R. Larsen (back to camera), 
by 18% than any previous show. 5. 
More than 260,000 pounds of exhibit 
material were brought into the hotel 
in three days—and moved out in 24 
hours, easily handled by the Sher- 
man’s ample loading and unloading 
facilities. ; 


know just where crates are ic go. Floor was clear in a few hours for the next load. 


Not Possible Last Year 


It would not have been possible 
for the hotel to handle a show of 
this size a year ago, before the $2- 
million rehabilitation program was 
completed. Main objective of this 
program was to complete the largest 
one-floor convention plan for a hotel 
in the country, which was made pos- A booth "in the rough" starts to fill with display pieces. Chalked numbers on rear 
sible by closing off the old lobby 6. wall are erased at last minute. Show material was stacked in sequence for delivery. 
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GET THE BEST FROM 
YOUR 


TAPE RECORDERS 


Soundcraft Magnetic Tape is exact- 
ingly engineered to take full advan- 
tage of the extraordinary electronic 
excellence built into today’s fine new 
tape recorders. 

That’s why progressive business- 
men insist on Soundcraft Tape for 
faithful, full-quality recordings of 
conferences, speeches, sales-training 
programs .. . for making high-fidelity 
movie and slide-film tracks .. . for 
every important recording need. 

You'll be deeply impressed with 
the fine new office tape-recording 
equipment. Hear it at its best—with 
Soundcraft Tape! 


Now! Save Time, Space, Money with 
The New Soundcraft Tape-Chest*! 


You'll welcome the advantages of 
this good-looking, durable, 5-drawer 
permanent filing cabinet. Stores tape 
reels horizontally. Front-labeled 
drawers let you select any tape re- 
cording instantly. Order five reels of 
Soundcraft Tape from your dealer 
today . . . get this handsome Tape- 
Chest at no extra cost! 
*Pat. Applied For. 


REEVES 


SOUNDCRAFT 


CORP. Dept. C 
10 East 52nd St., New York 22, N. Y. 
20 


To install exhibit in Nash Pumps booth, hotel had to furnish steel I-beams to sup- 
A port heavy machinery. It was one of dozens of special requests made by exhibitors. 


“well” and flooring it over. By do- In this picture story, you can 
ing so, the hotel literally “‘found”’ watch the Instrument Society’s show 
more than 4,000 feet of floor space. take form right from the trucks that 
It is not necessary to “fight ele- delivered exhibit material to the ho- 
vators’ to reach the convention tel’s loading platform to the final 
floor, since it is just a short flight up. touches. The End 


Sa 


Completed and “open for business,"’ Nash booth, as all the other exhibits in the 
8. show, was set up in three days. It took 24 hours to dismantle and move show out. 
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THE NEW 


“ALL-PURPOSE” DISPLAY SETTING 


BY GIBRALTAR 


For Trade and Hotel 
Shows .. . Sales 
Meetings . . . Interior 
Floor Displays... 
Special Product 
Promotions... 
Window Backgrounds 
.. . Campaign Drives 


ONLY 


$3500 


ae Sees te ; 
It’s tie eee it’s aaeabte: +s 
it’s precision-built of silken 


sutfacel Gorrugated hot’ aati 
beautiful pastel blue... it's. Stands 74” high, including 


“all-purpose”! There. are | jet coma aaa 
hundreds of ways tq adapt easily. Weight, including packihg 
Maca Gee case, only 33 pounds. Price per 
re ene unit less in quantities over five: oe 


pov Speakon product, 


GIBRALTAR CORRUGATED PAPER CO., INC 


Merchandising Display Division 
spe 8101-25 Tonnelle Ave., North Bergen, N. J. 
> [_] Enclosed find check in amount of $_.____ 
/; y, te a ——— Gibraltar “All-Purpose” Dis- 
: play Settings at $35.00 each. (We ship by 
; Railway Express unless otherwise specified.) 
i Gibraltar F.O.B. North Bergen, N. J. 
[J Send me the Gibraltar “All-Purpose” Display 
CORRUGATED PAPER COMPANY, INC. Setting brochure. 


8101 Tonnelle Ave., North Bergen, New Jersey — 


COMPANY. 


LOngacre 5-3405, N. Y. or UNion 3-4790, N. J. . ADDRESS 
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the 
Sales meeting 
they'll never forget 


in BRANIFF's 
Latin America! 


For the most memorable meeting in 
your company’s history, add a touch 
of the tropics! It'll be “terrifico”, 
whether you fly to Havana, Panama, 
Lima, Buenos Aires—or go all out to 
Rio! It’s just as simple as holding it 
at home base, too. Our Convention 
Bureau will handle all travel details. 
And don’t forget to check on our 
pre-convention and post-convention 
tours to South America. There’s a 
handy coupon for you to use below. 


BOSTON 

WEW YORK 
DENVER \ } { WASHINGTON 
DALLAS, \ 


HOUSTO! 


at your service: 
141 offices 

in strategi- cities 
throughout 

the western 


Ri 
hemisphere. Vn p 


SAO PAULO 


d _/ .) MONTEVIDEO 
BUENOS AIRES _©* 


+ 


& 


INTERNATIONAL AIRWAYS 


a= 


Convention Bureau ' 
Braniff International Airways 
Love Field, Dallas, Texas 


Gentlemen: 


Please have your representative contact us 
to discuss our coming sales meeting 


Name —_—Title 
Orgonizotion 
Address — 


City ee hl ‘ 


ge amen an anesewenen eee awa a= = 
eee cue cues cue cue cue ee a ces ee eee ee ee em ome 
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Meeting Problem, Sréven 


How Can a Meeting Help 
Handle Field Complaints ? 


With the right kind of meeting, your salesmen can partic- 
ipate in a management decision on handling customer com- 
plaints. It boosts morale and solves a ticklish problem. 


By RICHARD BECKHARD © Consulting Editor 


Query from a sales manager: Our salesmen 
have been having trouble with some com- 
plaints dealing with a deficiency in one lot 
of one of our products. How can a sales 
meeting be used to help in such a situation? 

A sales meeting is an efficient me- 
dium to communicate management 
policy to field men on handling com- 
plaints. It can also serve to train 
them how to handle such situations. 
Field men’s gripes and problems can 
be aired at a sales meeting and co- 
operative efforts can be made by home 
office and field men to solve problems 


— provided, management sets the , 


right climate at the meeting. 

Climate is perhaps the most im- 
portant factor in how well the sales 
meeting does this job. The sales- 
man’s problem in such situations is 
that he is in the middle: He gets the 
customer’s complaint and he bears the 
burden of what he sees as the home 
office’s mistake. If he feels left out— 
that is, if he thinks management is 
washing its hands of the problem— 
he tends to try to get off the hook 
and lay the blame in management's 
lap. If, however, he can be shown 
that the problem is a collaborative 
one between home office and field, his 
morale will probably be better. 

If you use the sales meeting to cre- 
ate this climate of mutual concern 
with solving the problem, you will go 
far toward ensuring the success of 
the meeting and of your program. 

If a complaint-handling problem 
exists, the men in the field probably 
need the answers to these customer 
questions : 


1. What happened to the particu- 
lar product or lot to make it 
deficient? 

2. What is being done about it 
by the production people? 

3. What future assurance can they 
give customers that the error 
will be corrected? 


4. What is management's policy 
on adjustments in each case? 
(a) general policy 
(b) any deviations from gen- 
eral policy due to this 
particular situation. 


The salesmen will also need the 
answers to these questions of their 
own: 


1. How much latitude do | have 
within the company policy? 

2. What steps can be taken to re- 
store the lack of confidence in 
the product and/or company 
resulting from this situation? 

. How much can | count on man- 
agement support of my actions 
in dealing with customers? 

. What, if anything, is the home 
office doing about the problem? 


Many companies have, as a regular 
part of their sales training, a pro- 
gram that answers the first set of 
questions. Where the sales meeting 
has not been generally effective is in 
dealing with the second or more per- 
sonal set of questions, which are 
equally, if not more important to the 
men in the field. 
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A switch to movies sends sales UP, costs DOWN 
for Consolidated Trimming Corporation | 


| # a tough buyer’s market, movies offer a 


way to make more sales—and slash selling 
costs, too. Here’s how the Consolidated 
Trimming Corporation, leading decorating 
materials firm, is doing it: 

Actually showing the housewife how she 
can be her own decorator helps to keep 
Consolidated’s Conso® draperies and up- 
holstery trimming moving fast. Women 
demonstrators, therefore, travel throughout 
the country putting on home-decorating 
clinics in department stores. With an eye to 
economy, Consolidated Trimming recently 
wrapped its how-to-do-it story into a com. 
pact, full-color sound movie. 


Sales booster 


Although cost reduction was the primary 
reason for the switch, the company was also 
rewarded with an upsurge in sales. The film 


helps to pull in a receptive audience, glue 
attention to the easy-to-see demonstration, 
and add penetrating power to the selling 
message. 


Movie pays off handsomely 


The movie has made it possible to give 
nearly twice as many clinics every week 
with a proportionate increase in sales. Less 
help is needed to put on a clinic. And the 
need forcarrying bulky samples is eliminated. 

Kodascope Pageant Sound Projectors 
nave played a major part in the success of 
this film program. “With three clinics a day, 
six days a week, planned around our*Pag- 
eants, we can’t afford a breakdown,” says 
David Bernard, Consolidated’s Advertising 
Director. ““And because the projectors are 
‘on the road’ all the time... they HAVE to 
stand up, WITHOUT servicing.” It’s the 


Bank COLLECTS dividends 


from slide-film program 

Teaching new employees how to enter complicated 

transactions on the books proved a real stickler for 

the Citizens State Bank of Sheboygan, Wisconsin. 
Word-of-mouth instruction was inadequate. But 

color slides comparing properly prepared journals 


with poorly done work resulted in rapid improve- 


ment. Slides were taken with an inexpensive Kodak 
Pony 135 Camera and Kodachrome Film. 

But the big pay-off came when the bank extended its slide-film program to include 
charts for presentation of factual information at stockholders’ meetings, how-to-bank 
slides for classroom showings at public schools, and friendly, good-will-building pic- 
tures for illustrating bank officials’ talks at local club meetings. Today, more than 
5,000 customers and prospects have a “better picture” of the Citizens State Bank as a CITY 


result of this slide program. 


Can you make an inexpensive visual-aid program like this pay off in your business? 


NAME 


exclusive Pageant pre-lubrication that makes 
this outstanding performance possible. 

The fact that both the Pageant Projector 
and speaker are contained within a single, 
lightweight carrying case is another impor- 
tant point with Consolidated Trimming, 
since its demonstrators are women. 


See your Kodak A-V dealer 


This is only one instance of how Koda- 
sccpe Pageant 16mm. Sound Projectors are 
helping business and industry to increase 
selling power and cut selling costs. To meet 
your most exacting requirements, ther? are 
six Pageant Sound Projector models, priced 
from $375. Ask your Kodak Audio-Visual 
Dealer for a free demonstration or mail the 
handy coupon for full details. 


Price subject to change without notice. 


EASTMAN KODAK COMPANY 
Dept. 8-V, Rochester 4, N. Y. 


Please send name of nearest Kodak Audio-Visual Dealer, plus 
information on: 

[_] Kodascope Pageant 16mm. Sound Projectors 

(_] Kedak ‘Miniature’ Cameras 


TITLE 


STREET 


COMPANY 


STATE 


Plan to talk it over—soon—with your Kodak Audio-Visual Dealer. 
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Here’s an illustration of how one 
company dealt with such a problem: 

This company had introduced a 
new product about a year earlier at 
the suggestion of one of its salesmen 
in the field, who had identified a 
market for the product. The product 
was a modification of an existing and 
quite successful item and because of 
the minimum of re-tooling required, 
it was produced in short order after 
management agreed to its production. 
The product was not adequately 


field-tested and a few months after 
its appearance, some “bugs” occurred 
and complaints followed. Meanwhile, 
the research and engineering depart- 
ments at the plant had discovered 
the limitations in the use of the de- 
vice, and prepared new operating 
instructions and information which 
indicated what the machine would 
and would not do. 

Field men sell this product to 
wholesalers who, in turn, sell to re- 
pair and service men. At the time of 


rue BES] conventions are 
CONVENTIONS AT STAT | F R 


There are many reasons why the Statler Hotels are logical con- 


vention centers. 


First, their availability: each of the eight Statler cities is well 
located, and easily accessible by major transportation routes. And, 
they are all in the centers of their respective cities. 


Even more important is the fact that Statler Hotels were built 
for convention business. They all offer you the four essentials to 
a really successful convention: 


1. Specialized knowledge and experience that comes only 
with many years of co-operation with convention groups of all 
sizes, large and small. 


2. Speciai facilities and equipment for every aspect of con- 
vention activity—registration, meetings, exhibits, and banquets. 
3. Performance that ‘ives up to the promise, or exceeds it. 
Once convention arrangements have been made you can relax, for 
every promise of service and facilities will be more than met. 

4. Full value for convention dollars. Room rates are posted 
in each room and never raised, regardless of the size of the con- 
vention or the demand for rooms. 

Why not investigate further? Write for complete data on any of 
our eight hotels to—Howard F. Dugan, Vice-President, Executive 
Office, Hotel Statler, New York 1, New York. 


Statler Hotels 


NEW YORK + BOSTON + BUFFALO «+ DETROIT 


CLEVELAND «+ ST.LOUIS + WASHINGTON «+ LOS ANGELES 


* 
TWO GREAT NEW STATLERS—HARTFORD + DALLAS 


Opening summer, 1954) (Opening fall, 1955) 


the sales meeting, approximately 500 
of the items were in actual consum- 
ers’ hands, plus the inventory on 
wholesalers’ shelves. 

Management was faced with the 
problems of how to communicate the 
new information about the product 
to the consumer, how to explain the 
defect to the customers, and what 
long range public relations steps to 
take. 

The sales manager wrote the whole 
story to all his salesmen and asked 
for their suggestions. He proposed 
that the home office write a letter to 
explain the situation to each whole- 
saler, and ask him to explain it to his 
customers. The salesmen agreed to 
this and the letter was sent. The 
sales manager then asked the men to 
contact each of their customers before 
he (the salesman) came to the sales 
meeting so that both the field men 
and home office could together deter- 
mine future action. 


Decision Up to Men 


At the meeting itself, the sales 
manager told the men that the deci- 
sion on future action was up to this 
group (home office sales and field 
sales), and that top management 
would back up their recommenda- 
tions. He posed these alternatives for 
action: 

1. That the company discontinue 
the product. 

2. That an all-out campaign be 
initiated to reach every customer who 
had purchased one of the items, offer 
him an adjustment, and give him 
revised operating instructions and 
lim: tations. 

3. That no particular action be 
taken as regards consumers, but that 
wholesalers be given the new infor- 
mation and asked to contact their 
customers. 


User Brought In 


The sales manager then reviewed 
history of product sales during the 
past year. He also reviewed the pro- 
duction history and the discovery of 
the limitations. A serviceman who 
had been using the product for a year 
was brought to the meeting and he 
discussed his reactions to the product 
with the salesmen. 

The men were then asked to decide 
which alternative should be taken. 
Management had thought that the 
men would probably choose the sec- 
ond alternative—the all-out campaign 
—-particularly since this product had 
been initiated by field salesmen. How- 
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ever, the men chose the first alterna- 
tive-—to discontinue the product. 
Their decision was based on their 
discussions with their customers who 
had said in effect: “We understand 
this . . . mistakes can happen 

your concern as a company to make 
good and to explain this is more im- 
portant to us than the error itself.” 
Wholesalers felt that it would not 
reflect negatively on the company to 
discontinue the item, and that revised 
instructions be sent to those custom- 
ers who had already purchased one 
through the wholesaler. 

Management took the suggested 
action, and loss of confidence in the 
field was more than balanced by the 
increased confidence instilled in field 
men and in their customers. Sales- 
men were impressed with manage- 
ment and its concern with customers’ 
problems. 


Answers 


Looking at this from the point of 
view of questions posed earlier, the 
men got answers as to: 

1. What happened to the partic- 
ular product or lot to make it de- 
ficient? (Lack of field testing, etc.) 

2. What is being done about it by 
the production people? (Research 
already uncovered limitations and 
prepared new data and instructions.) 

3. What future assurance can they 
give customers that the error will be 
corrected? (Continuous field testing 
and continuing production research 
after product is on the market.) 

4. What is management’s policy 
on adjustments in each case? (The 
plan to contact each wholesaler by 
letter to contact each consumer with 
revised information and offer adjust- 
ments; take the initiative with all 
customers—not wait for complaints.) 

As to answers to their personal 
questions: 

1. The men saw that they had 
complete latitude in handling this 
problem. (They made ‘the future 
policy decision along with manage- 
ment. ) 

2. Steps taken to restore lack of 
confidence in product and/or com- 
pany were to ask wholesalers’ opin- 
ions before the meeting, to provide 
wholesalers with the true facts; to 
offer to contact each consumer; and 
to have all personnel concerned (home 
office and field) share in making the 
decision as to next steps. 

3. Management support was evi- 
dent in the meeting by its offer to 
have the decision made by the men. 

4. The home office saw itself as a 
supporting service to the field, stand- 
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ing by to help wherever field men 
requested it, and being willing to ad- 
mit the error and explain the actions 
taken to fix it. 


Cooperative Effort 


It is not always possible to go as 
far as this to have field men determine 
the future course of action, but it is 
possible, as a rule, to use their re- 
sources in a cooperative effort to deal 
with the problem. If management 


can create a climate in which real dis- 
cussion (of the shirt-sleeve variety) 
can take place, problems of morale 
and support will take care of them- 
selves. 

If the meeting succeeds in making 
all field men really feel they are on 
the same team and share, as members 
of management, some of the respon- 
sibility for such situations, they will 
stop trying to find a scapegoat in the 
home office or management, and will 
deal with the situation with con- 
fidence that they will be backed up. 


HOW TO LINE UP 
A BIG TURNOUT! 


Only Northwest serves 
major cities coast to 
coast, Hawaii, Canada, 
Alaska and the Orient. . 
with fast, frequent 
schedules. We will be 
glad to work with your 
Convention Chairman to 
increase attendance at 
your meetings. 


oe 


Contact any Northwest office or Conven- 
tion Bureau, Northwest Orient Airlines, 
1885 University Avenue, St. Paul 1, Minn. 


NORTHWEST 6.’ AIRLINES 


Short route to the Orient 
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‘I'M YOUR TARGET," explains Staniey W. MacKenzie, director of purchasing, U. S. Rubber 
Co., as he tells... 


What a Buyer Wants at a Show 


Buyers go to trade and industrial shows to learn what's 


new. They want you to point out what's new, to dramatize it, 


to demonstrate it. Give them specifics on particular prod- 


ucts instead of generalizations on everything you make. 


By STANLEY W. MacKENZIE 
Director of Purchasing, United States Rubber Co. 


You, the exhibitors, sweat and toil 
at trade and industrial shows, de- 
vising schemes to capture visitor at- 
tention. We, the buyers for Ameri- 
can industry, are your elusive targets. 
Some of us are big targets who rep- 
resent purchases for large companies, 
and others of us are small buyers who 
just about show up in your gun sights. 

But big or small, collectively we 
are the bull’s-eyes. Many of you ex- 
hibitors are not hitting us, in fact 
some are missing by a mile. 

Why? The answer is simple: You 
can’t hit a target unless you aim at 
it...and, gentlemen, you’re not tak- 
ing careful aim. 

In the following paragraphs, I hope 
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to set your sights right on the bull’s- 
eye. I’m going to tell you about the 
target you must hit. I’m going to 
picture it for you as clearly as I can. 
Because, you can’t hit the target un- 
less you see it. 

As buyers, we are as much inter- 
ested in your exhibit’s success as you 
are as an exhibitor. If your exhibit 
is successful, it makes our buying task 
easier and wiser. If your exhibit 
supplies the facts and information 
we need, you serve us well and we 
are pleased. But, if your exhibit tells 
us nothing and wastes our time, 
you've lost a potential customer. 

I have a simple test you can apply 
to your exhibit—to any exhibit— 


that must appeal to a buyer. If your 
exhibit can answer this test question, 
can dramatize it, can prove it, you'll 
hit the bull’s-eye. Here it is and 
it is just two words: What's new? 
Any exhibit that answers that ques- 
tion is bound to capture our atten- 
tion and if what’s new leads to what 
will make a worthwhile purchase for 
our company, you have a sale. 

The “new” in what’s new does not 
necessarily mean something brand 
new—something shown for the first 
time. It must mean new to me— 
new to many of the buyers at your 
exhibit. 

We look forward to expositions to 
take in a wide scope of products and 
services that will help us produce a 
better product. So, while your prod- 
uct may not be new, it may very well 
be new to us. Your salesmen may 
never have stopped to see us. But now 
we've stopped to see you. It’s your 
job to point out, as best you can: 
What’s new? 

How do you call our attention to 
what’s new? For that answer you'll 
have to consult your display designer. 
He’s the specialist that spotlights your 
story. But I’ll give you a hint from 
a buyer’s point of view. 

You'll never attract us to look for 
something new in your booth if you 


SM/JANUARY 1, 1954 


“BAKER hotel, Dallas, Texas 


Dallas’ finest convention hotel, the BAKER... 

800 attractive guest rooms, completely air con- 
ditioned, 11 beautiful meeting rooms all on one 
floor, ample exhibit space and capable convention 
staff. Home of the nationally famous MURAL ROOM. 


AFFILIATED NATIONAL HOTELS 
ALABAMA TEXAS 
£ Amat Mob le AUSTIN 
OISTRICT OF COLUMBIA 
ASHINGTON 


INDIANA 
Or 


LOUISIANA 


NEGRASKA 
NEW MEXICO 


SOUTH CAROLINA 


CHICAGO'S FINEST MEETING ROOM 


Vie. Tevrace Cater 


The- Terrace Casino is Chicago’s finest! ferraced, it 
gives all a fine view of the stage. Private, with sepa- 
rate street entrance, adjoining bar and checking 
facilities, easily accommodates 1000 persons. By 
day, your main convention room — By night, your 
banquet hall. Air-Conditioned. Write ‘oday for 

the Terrace Casino Brochure. 

TELETYPE CG 1685 
WILLARD M. RUTZEN, General Manager 


Convenient Motor Lobby 


Elevator Direct- 
to-Room 


In our recent remodeling 
program, a new function 
room floor was completed, 
accommodating parties of 
50 to 1400. These rooms, 
designed by the creators 
of the country’s finest ho- 
tel interiors, actualize the 
ultimate in modern fur- 
nishings, striking color, 
luxurious fabrics, subtle 
lighting and full air-con- 
ditioning. 


Morrison Hotel 


MADISON at CLARK ¢ CHICAGO 


a 
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BUSINESS 


CAN BE SUCH A 


amid the beautiful sur- 
roundings and comprehen- 
sive facilities of the 


Calon 


A selt-contained resort 
affording the important 
advantages of privacy 
and absence of out- 
side distractions 
during “work” 

hours. 


e A versatile array of rooms for all 
types and sizes of meetings, lectures, 
classes, demonstrations, shows, etc. 
@ Full Amplification throughout; 16mm 
and 32mm. Sound Picture Equipment; 
Stages and Props. 

@ Extensive workshops and experi- 
enced crews to assemble and place 
demonstration or exhibit material. 

@ Expert advice and assistance in 
planning and carrying through all de- 
tails of conventions, exhibits, displays, 
etc. 

@ Luxurious accommodations, superb 
food, every sports and entertainment 
facility. 

e Gratifyingly moderate rates. 

WE CAN ACCOMMODATE 


GROUPS UP TO 600 DURING 
MONTHS OF 


JUNE and SEPTEMBER 


A few availabilities for groups 
up to 75 persons during July 
and August. 


ia THE 
SWITZERLAND 
OF AMERICA 
IN THE WHITE MOUNTAINS 


DIXVILLE NOTCH, NEW HAMPSHIRE 


Ownership-Management: 
ALVAN E. KALLMAN 


Write or call our office: 


745 FIFTH AVE., NEW YORK 19 
PLaza 3-0510 


are exhibiting with the same old ex- 
hibit background that we've seen at 
a half dozen shows before. When 
we walk down the endless aisles at 
a giant exposition, we tend to pass 
by exhibits that appear to be ones 
we've seen before. We don’t have 
time to revisit. We don’t have time 
to come in, dig and search out what's 
new. You have to throw it at us or 
we may miss it. A new exhibit, a 
freshly designed display, indicates 
something new. We're inclined to 
follow the impulse and see what it is. 


Stop and Compare 


Stop for a minute and compare 
vour exhibiting program with vour 
space advertising. What advertise1 
would continue to run the same old 
copy and art work in his advertising 
time after time in a business paper? 
Certainly not one who has new ideas 
and new products to talk about. You 
scrupulously change your layouts and 
copy appeals in print, so why do some 
of yvou—in the false cause of economy 
—re-use the same old displays at show 
after show 

I know exhibit expenses are high. 
But, if an exhibit has any marketing 
value at all—and you and I know 
it does—isn’t it worth the investment 
to do the job for which it is intended: 
to capture buver interest and atten- 
tion? 

I can’t recount the number of times 
I have walked past exhibits which 
seem to have nothing new in them. It 
appears to be the same assortment of 
familiar products tacked on the same 
old backwall. We do business with 
some of these companies. We know 
their products—so why stop in at the 
booth? We've probably seen the 
color pictures that are on their now 
familiar counters and tables. But at 
a show. we want to see the real Me- 
Coy. We want to see your product 
and in action. We want practical 
demonstrations. We want to see ex- 
actly what your product does. We 
want to look at samples. Only in 
this way can you give substance to 
vour display. 


Exhibits Sterile 


One reason many exhibits miss the 
target, as far as buyers are concerned 
is that they become sterile in an effort 
to be all inclusive. Your company 
may manufacture 47,000 different 
kinds of nuts and bolts. but a buver 
is seldom looking for +7 000. So why 
try to display them all? Instead, 
pick out the new items. Focus at- 
tention on your new designs, your 


new materials, your new uses. It 
might be that none of your new items 
are exactly what we need. But we'll 
be drawn to your booth because we 
want to see new things. Once we 
get there, and are impressed with the 
kind of job your company does, we'll 
inquire about the items that interest 
us that are not on display. But, keep 
this in mind: We'll probably never 
get into your booth to discuss yout 
line if your exhibit doesn’t invite us 
with a promise of something new. 

Now, this something new that | 
keep coming back to: It doesn’t nec- 
essarily have to be a new product. It 
can be one of the oldest in your line. 
Perhaps you have discovered a new 
qualitv in an old product. Perhaps 
it has stood tests and has done more 
jobs than were ever planned for it. 
Peihaps four new ways have been de- 
veloped to make it last longer, or op- 
erate more cheaply, or save time or 
labor in a new way. That will in- 
terest us. 


Out to Capture Attention 


Well, you're out to capture our at- 
tention. You want to make sure that 
we stop at your booth. You hire two 
pretty girls to pin roses in our lapels 
and fill a jar with beans and ask us 
to guess how many there are. 

I eye your pretty girls, I sniff the 
roses, I look at your bean jar, and 
walk on. Without benefit of sur- 
vey, I'll wager that more thar 60% 
of the people who sign up for a guess- 
ing contest at an industrial show are 
not buyers. Real buyers don’t have 
the rime to waste. Of course, vou’ll 
get crowds at your booth, but what 
else? You'll get a big mailing list 
of the “shopping bag” gentry—you 
know, the kind that pick up every 
piece of literature and sample within 
the four walls of the auditorium. Is 
that what you want—a big mailing 
list with a few real buyers on it? 
Then why exhibit at all? Mailing 
lists—cf the type you are likely to 
compile—can be acquired in a much 
less expensive way. 

Above all, a buyer wants value for 
the time he spends at an industrial 
or trade show. He doesn’t want to 
be distracted from a very serious job: 
to discover products and services that 
can be translated into more produc- 
tive results for his company. 

Instead of spending your exhibit 
budget on games and contests, why 
not spend it on your manufacturing 
story? In industry today, wise buy- 
ers must know how the products they 
buy are manufactured. They must 
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know what quality controls are used 
by their suppliers to insure uniform 
products. Why not use part of your 
exhibit space to show us how your 
product is made? We send our buy- 
ers all over the country to learn the 
manufacturing details of the products 
we buy. It would save us a good 
deal of time and money if we could 
get this information at a show. 


Take "Plant" to Them 


And while my company finds it 
profitable to send people to suppliers’ 
plants, many small companies feel 
they cannot afford it. Yet, they are 
every bit as interested in quality con- 
trol and productive know-how as we 
are. They might not be able to come 
to your plant, so why not take your 
plant operation to them—with your 
exhibit. I know we would take more 
junior executives in our buying de- 
partments to shows if we knew they 
could get suppliers’ plant operation 
facts there. Think what this means 
to you as an exhibitor—to get im- 
pact with the younger men whom you 
must soon be selling. 

After I agreed to set down my 
thoughts on exhibits, I called in three 
of my colleagues to discuss ‘our ex- 
periences at shows. I didn’t want 


you to have just one man’s opinion. 
Each man in my department covers 
a different set of shows so this gave 
our little informal conference a wide 
coverage. I’m sure our combined ex- 
periences cover at least one—and 


probably a half dozen—of the shows 
in which each of you exhibit each 
year. 


Tired Personnel 


Among the points on which we all 
agreed—including those already 
mentioned—is that we run into poor 
personnel in many booths. The first 
day, every man in the booth is wide 
awake, anxious and smiling. The 
second day he is off his feet, listless 
and yawning. The third day he is 
either down the aisle trying to make 
time with the girls pinning on roses, 
or slouching in the booth just dar- 
ing you to come in and disturb him. 
I’ve never tried it, but I feel I could 
walk into any show and tell you how 
long it has been on by looking at 
booth personnel. 

Of course, I’m not talking about 
your personnel. It’s probably the 
boys in your competitors’ booths 
down the aisle. But we buyers run 
into them at every show. 

Why do exhibitors send junior 
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SHO-FLOOR 


THE INTERLOCKING RUBBER TILE 


DESIGNED SPECIFICALLY FOR EXHIBIT FLOORS 
CAN NOW BE PURCHASED DIRECT, OR 
THRU YOUR LOCAL EXHIBIT MANUFACTURER 


BEAUTIFUL—DURABLE-—-RESILIENT 


BANISHES SHOW FATIGUE Visitors in your booth and your per- 
lyr 


sonnel manning it will appreciate the comfort of Sho-Floor’s \4’’ cushion 
of restfulness under foot. 


EASY TO ASSEMBLE, DISASSEMBLE AND SHIP 24” or 8” 
Sho-Floor blocks in a wide selection of colors with beveled binding edge, 
will fit any floor space. Metal shipping containers protect Sho-Floor 
for repeated use. 


WRITE FOR DETAILED BULLETIN AND PRICES 


SHO-FURNITURE Upholstered, collapsible 
chairs—vinylite covered in a selection of colors. Legs 
snap out. No tools required to set up. Packed in 
sturdy shipping case. Rugged, comfortable, beautiful. 


Also available through your local exhibit manufacturer. :" 
baa Se A 
EXHIBIT BUILDERS NOTE: Here’s an additional source of profit and service you can 
render your clients requesting Sho-Floor and Sho-Furniture. Write for particulars. 


SHO-AIDS, inc. 


12 JOHN STREET NEW YORK 38, N:; Y 


PROJECT BRILLIANT PICTURES 
of up to theatre size, even 


IN DIFFICULT-TO-DARKEN ROOMS 


of any size with the 


Especially useful where it is desirable to maintain 

daylight or artificial illumination for the taking of notes or 
where it is impractical or uneconomical 

to provide curtains or shades. 


Readily moved from room to room. Entirely safe in the 

hands of a layman, it is easier to operate than the 

average |6 mm projector. Plugs into any | 10-volt A.C. outlet. 
The motor-driven arc operates continuously 

for 80 minutes without retrimming. 


The model No. 44000 projects 3!/." x 4" slides and, 
with adaptations, 2" x 2" slides. Comes 

complete with blower, slide carrier, power transformer, 
and arc lamphouse with motor-fed carbons. 


Use coupon now to obtain full details and 
prices on this remarkable achievement. 


THE STRONG ELECTRIC CORPORATION 
38 CITY PARK AVENUE * TOLEDO 2, OHIO 


Please send brochure and prices on the 
Strong Universal Arc Slide Projector. 


NAME 

FIRM 

STREET 

CITY & STATE 


salesmen to man their exhibits? I 
know it probably gives the trainees a 
“feel” of their industry and exposes 
them to the panorama of American 
productive might, but when we walk 
into a booth we want to talk busi- 
ness—with someone that is tech- 
nically competent and can cover the 
product. 


Schedule Shows Carefully 


As we all know, shows are a tiring 
activity, both for exhibitors and visit- 
ors. Therefore, I suggest you care- 
fully schedule show hours to meet 
the varying conditions of the specific 
trade or industrial show. 

Some paragraphs ago I mentioned 
the “shopping bag” crowd. Why do: 
exhibitors pamper these people? Why 
don’t exhibitors pamper the buyers? 
You know, we like literature, too, 
but our tastes differ from the cavern- 
ous appetites of the shopping-bag 
crowd. 

What buyers want in literature are 
specifics. We prefer literature on 
single items in preference to huge 
catalogs that cover everything you’ve 
got. We much prefer to have the 
complete story on a single item than 
a few brief words on your whole line. 
If, when we come into your booth, 
you can say, “Mr. Buyer, I'll send 
you a booklet on our new wigget,” 
we'll love you. Don’t press us with 
an armful of literature on items in 
which we have no interest. Don’t 
hand us anything. We’ll probably lose 
any piece of literature that falls into 
our hands before we leave the show. 
Mail us the facts. You won’t have 
to get our names from a guessing con- 
test. We want facts about your 
products, but we want all of the facts, 
and on the items we specify. 

To review, here’s how you can hit 
us, your target, at a show: 

1. Pick out whatever is new in 
your line and spotlight it for us. 

2. Change your booth displays so 
we are not fooled into passing you 
by in the belief we have already seen 
you at the show. 

3. If you have no new product to 
exhibit, show us something new 
your old product can do for us. 

4. Don’t waste our time with 
games and contests. I usually don’t 
sign up for anything that doesn’t di- 
rectly concern my mission. 

5. Try to include some demonstra- 
tion in your booth that explains your 
manufacturing processes and quality 
controls—to convince us that your 
company makes the kind of products 
we want to buy. 

6. Let your personnel know what 
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“Host to the Nation” 
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“Know-how” 


and to many thousand convention 
, the Affiliated National Hotels have the 
and the facilities to make your meeting click. Your 
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Only an overnight trip from many 
U. S. business centers, the largest 
hotel in the British Empire welcomes 
big conventions! Grand location in 
Canada’s industrial metropolis...in 
the center of Toronto’s business, 
theatre and shopping districts. 


1200 comfortable radio-equipped 

rooms...spacious Convention Hall... 
luxurious Banquet Hall with stage and 
organ... Ball Room...exhibit, meeting 
and secretarial rooms... 16 and 35mm 


sound movies and trained operators... TO R 0 NTO 


portable P. A. system. 

( A Friendly 
For relaxation, name bands and Canadian Pacific Hotel 
entertainers... restaurants and coffee 
shop that serve superb meals. And 
always, Canadian Pacific’s thoughtful, © 
skilled service. 


Convention Manager handles all details! Write Royal York, Toronto, or 
Canadian Pacific, 581 Fifth Avenue, New York 17, N. Y.; 80 Boylston St., 
Boston 16, Mass.; 39 South faSalle St., Chicago 3, IIl.; Convention Traffic 
Manager, Room 801, 1117 St. Catherine St. West, Montreal, Québec. 


you are trying to do at the trade 
show. Make sure they are qualified 
and alert—not just the first day, but 
every day. 

7. Have good literature on specific 
products and mail it to us when we 
get home from the show. 

We like trade and industrial shows. 
They are the most effective medium 
available to buyers to see all the prod- 
ucts in which they are interested. No 
other medium allows us to examine 
and compare products at one time, 
under one roof. 

If we sometimes appear cynical 
about shows, it’s not because we find 
the medium wanting. It’s because 
so many exhibitors fail to intelligent- 
ly use the powerful tool available to 
them. In their rush and hussle to 
exhibit, they forget to look at their 
target. They make no effort to dis- 
cover what we want, what appeals to 
us. They seem to look for crowds 
instead of buyers, and they attempt 
to pander to crowds—often to the 
detriment of the buyers, and their own 
sales. Remember, a crowded booth 
is no sure sign of exhibit success. 
It’s the order book—and to fill it, 
you have to draw real buyers into 
your exhibit, and demonstrate your 
product’s advantages over all the rest. 

Prove to us that you have some- 
thing that we can use and your ex- 
hibit’s success goes up another notch. 


The End 


Dates & Places 
For Sales Confabs 


Regional sales corferences, clinics 
and rallies under the sponsorship of 
the National Sales Executives. 


JANUARY 


12 Toronto, Sales Management Conference 
26 Indianapolis, Sales Clinic 
29 Los Angeles, Sales Rally 


FEBRUARY 


2-4 El Paso, Sales Clinic 

8-10 Phoenix, Sales Training Clinic 
10 Philadelphia, Sales Rally 
10-12 Richmond, Letter Clinic 

17 San Diego, Sales Rally 


MARCH 


8-11 Los Angeles, Sales Clinic 
29-30 Poughkeepsie, Sales Clinic 
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e The BEST LOCATION on Miami Beach—Lincoin Road and Collins Ave., on the Ocean. 
BANQUET HALL, and CONVENTION HALL seating 1000 persons. 


Miami Beach's LARGEST POOL and Cabana Club, plus Solaria, steam rooms and gymnasium 


330 deluxe rooms, bathroom with dressing rooms, walk-in closets 
COMPLETELY AIR-CONDITIONED. 


300 feet of PRIVATE BEACH 
Theatre-seating TV ROOM 


2 blocks from the Miami Beach Municipal Auditorium 
Sound-equipped meeting rooms for 25 to 1000 


The Magnificent Venetian Dining Room, and incomparable Coffee Shop 
Two Cocktail Lounges, and the MOULIN ROUGE Nite Club. 


For after-meeting recreation, swimming, fishing, card rooms, cocktail lounges, theatres 
AND unlimited facilities for the entertainment of your wives 
our own huge Nite Club 


fashion shows, bridge parties 
not to mention shopping on fabulous Lincoln Road 


ON THE OCEAN « LINCOLN ROAD & COLLINS AVE., MIAMI BEACH 
Here, for the first 


time in Miami Beach, 
is a great hotel 
designed to meet all 
of your 
CONVENTION needs! 


4 
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James J. Carroll 


Manager 


Rush Strayer 


Executive Asst. Manager 
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Conventions Go Regional 
To Aid Small Businessman 


Attendance was high at national meeting of tire dealers 
but small dealers seldom came. To reach these men who 
needed business sessions most, NAITD hit the road with 
five regionals that were "mass produced" for economy. 


Based on an interview by Robert B. Konikow with 
WILLIAM W. MARSH © Executive Secretary 


National Association of Independent Tire Dealers 


Most trade associations start out as 
small groups of friendly competitors 
who find that together they can get 
some things done that are impossible 
for any single one of them, or who 
are faced with common needs or com- 
mon threats. At first it is a tightly- 
knit group, where everybody knows 
everybody else. Usually the members 
are pretty much alike, all about the 
same size, with the same problems 
and the same means of meeting them. 

But if the association is soundly 
conceived, it begins to grow. To per- 
form effectively, it must contain with- 
in its ranks a substantial percentage 
of eligible firms. Only then can it 
afford to maintain the central serv- 
ices its members need. There is no 
half-way point. It must either re- 
main a small organization, little more 
than a social club, or it must grow 
large enough to support a full-time 
staff of one or more. 

But growing large has its difficul- 
ties as well. A large organization is 
likely to find its bigger members 
playing a more influential role. This 
is a natural development. A one- or 
two-man establishment finds it diffi- 
cult to contribute the time of its peo- 
ple for association functions. A trip 
to a national convention becomes a 
major item of expense to a small busi- 
ness. This leads to the feeling that 
the association is interested in its big 
boys only. 

It is not easy to learn when a trade 
association is reaching this stage. 
Symptoms are easily hidden. Mem- 
bership may continue to grow. based 


34 


on our growing economy, but this is 
not necessarily a sign of health. 
When the staff executive asks those 
members whom he knows best—those 
most active—whether they feel the 
association is functioning properly, he 
should be able to predict the answer. 
He is making the mistake made by 
the minister who preached against 
sin. He was simply talking to the 
wrong people. 

William W. Marsh, energetic ex- 
ecutive secretary, National Associa- 
tion of Independent Tire Dealers, is 
proud of his organization and he has 
a right to be. NAITD was estab- 
lished in 1923 and took on new life 
during the years of World War II. 


BILL MARSH saw the same faces and knew 


small dealers were missing from sessions. 


That wasn’t so long ago that many 
of us cannot still remember the pre- 
carious position of the entire rubber 
industry and the state of rubber tires 
for passenger cars. Decisions made 
in Washington were of immediate im- 
portance to every retailer in this field, 
and there was a corresponding job to 
be done by dealers in backing the gov- 
ernment program to stretch the avail- 
able supply of rubber. The Associa- 
tion served as a vital link in this two- 
way communication’ between dealei 
and Federal Government. NAITD 
grew in membership, and members 
grew in understanding of what thei: 
association could do for them. 

The annual convention has become 
an important part of the Association’s 
activity. By standard criterion, these 
conventions have been successful. 
With a membership of about 2,500, 
total registration — including wives, 
exhibitors, manufacturers and guests 
—has run between 2,500 and 3,000. 
A strong trade show, attracting large 
exhibits from leaders of the industry, 
added both income and interest to the 
meeting. Registration was sufficiently 
representative that major manufac- 
turers tied in the meetings of their 
franchised dealers with NAITD 
meetings. Everyone should have been 
happy. 


Out to Capture Attention 


But Bill Marsh was not. He 
looked over the faces he saw on the 
floor of the sessions or wandering 
through the exhibit hall. He flipped 
through the registration cards. Year 
after year he saw the same names. 
This, of course, is fine, since repeated 
and steady attendance is sure evidence 
of continued interest and good plan- 
ning. But Mr. Marsh saw something 
that wasn’t there. 

Too many members never come to 
conventions. They are from smaller 
firms, whose shops can’t spare them 
for the four or five days necessary 
to travel half way across the country 
to attend a three-day meeting. But 
it is these who needed association help 
most of all. Larger firms can afford 
to put specialists on their payrolls to 
solve problems that come up; smaller 
ones can’t. The boss in the small 
firm has to be the expert in many 
fields. Shouldn’t his association do 
something more to help him than send 
out bulletins ? 

After consultation with members 
of his staff and with officers of the 
Association, a series of regional meet- 
ings was decided upon. There were 
to be five of these, taking place in 
strategic cities throughout the coun- 
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Thanks to the construction of two great additions, 
the Kentucky Hotel now offers many facilities that 
are available in few if any other hotels in America. 
A new Exhibition Hall, a part of the second floor, 
seats 1500 people. The entire second floor is also 
available as a unit, containing 20,000 square feet, 
and is ideal for either one huge exhibit, or for many 
separate banquets, dances, cocktail parties, etc. 


Every foot of “convention space” in the hotel is 
air-conditioned — the lobby, the tremendous Exhi- 
bition Hall and many other varied meeting rooms, 
as well as a great number of bedrooms. 
In addition to all the facilities of the Kentucky, 
we also proudly offer the additional facilities of 


Louisville's famous Brown Hotel, owned and 
operated by our same management. 


The Kentucky Hotel 
: ; Louisville, Kentucky 
No matter what sort of meeting you are planning, 


you will be amazed at the versatility of the Kentucky 
Hotel. Use the coupon for getting the complete 
description of our facilities! 


Without obligation, please send me a copy of 
the Factbook as advertised in Sales Meetings 
for January. 


Name__ 


Organization 
Address 
a", 


THESE BLUEPRINTS 
AND PICTURES ARE "WORTH A THOUSAND WORDS!” 
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try. Basic program of each of the 
tive was to follow the same pattern, 
so that the cost of preparing special 
material, and the time taken by staff 
members, could be spread out over 
several meetings. 

Each meeting was short, lasting 
just a day and a half. 
took place in the afternoon, with the 
expectation that most of the men 
would use the morning for traveling 
trom their homes. A banquet was 
he'd in the evening, at which a lead- 


First session 


irkehe Hotels 


ing representative of the tire industry 
spoke. There were two sessions the 
second day, separated by a luncheon, 
addressed by a top official of the as- 
sociation. Last session ended promptly 
at 4:30, so that the majority of the 
men could be at home that night. 
Held roughly half-way between an- 
nual conventions, this was another 
opportunity to get the membership, 
or sections of it, together. Since con- 
claves were held in regional centers, 
it was easy for small operators to at- 


New York City THE GOTHAM 
New York City HAMPSHIRE HOUSE 
New York City THE WARWICK 
On Upper Saranac Lake, N. Y. SARANAC INN 
Philadelphia THE WARWICK 
Chicago THE BLACKSTONE 
Beverly Hills, Calif, BEVERLY WILSHIRE 
Hollywood, Calif, SUNSET TOWER 
Miami Beach THE KENILWORTH 
Haiana HOTEL NACIONAL de CUBA 
Panama City, R. P. EL PANAMA 


Y Cl CHE cordially 


SInutled te 


White the 


Superior Sonutces of lhe 
Tirkelby Group of Hotel 
tr Business Meclings. 


Please Call the Kirkeby Hotel Nearest to You or Contact 
Convention Sales Department 
THE GOTHAM 
Sth Avenue at 55th St., New York 19, N.Y. 
Phone: Circle 7-2200 


tend and even to send some of thei 
subordinate personnel to special sec- 
tions of the program. 

To keep the emphasis in these 
meetings on shirtsleeve business, 
barest minimum of hospitality ar- 
rangements were made. No effort was 
made to have wives attend or to ar- 
range special events for ladies. Those 
few women who couldn’t seem to al- 
low their husbands to go on thei 
own, either attended sessions as work- 
ing members or went sight-seeing 
strictly on their own. For the same 
reason, there was no effort made to 
obtain exhibits, and manufacturers 
were discouraged from setting up hos- 
pitality suites. 

Five sessions were scheduled, in 
Los Angeles, Dallas, Atlanta, Chi- 
cago and Boston, in that order, 
spaced from the middle of April to 
the middle of June. The Los Angeles 
session was exceptional in that it was 
held as part of the State Association 
convention, with all the regular fea- 
tures of such a meeting. It lasted two 
and a half days, as against the one 
and a half days scheduled for the 
others. 


Random Groups 


First session of each meeting was 
on recapping, a technical subject of 
great interest to NAITD members. 
Here the Phillips 66 technique was 
used. The room was set up with 
tables for eight to ten men at each. 
These were random groups, with no 
effort made to seat registrants at any 
particular table. The 
staff, under: the direction of Rich- 
ard Breiner, services director for 
NAITD, had selected a set of ques- 
tions of great current interest. One 
question was dropped in the lap of 
the group around each table, and the 
meeting turned into a set of buzz 
groups. 


association 


Group Results 


After a specified time, each group, 
through its selected spokesman, pre- 
sented the result of its discussion. 
This succeeded very nicely in getting 
the whole meeting off to a good start. 
It broke down the natural hesitation 
of many men to get up and talk in 
public and established the proper 
work-session atmosphere for the 
whole meeting. 

Second session, starting promptly 
at 9:30 the next morning, was a 
panel session on management, which 
is a‘major problem with small and 
growing shops. Four experts had 
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been invited ; each spoke on one phase 
ot management, allowing plenty of 
opportunity to ask questions, and 
there were plenty of questions asked. 


Visual Aids Used 


The session that afternoon was on 
sales, and here there was one speake1 
who gave a talk using both visual 
aids and audience participation. At 
this session, like the others, packets 
of hand-out materials were given to 
all participants. In future regional 
meetings, Mr. Marsh expects that 
loose-leaf notebooks will be given to 
all present, with their cost included 
in the registration fee. 

Attendance at these meetings, 
which ran about 150 at each except 
in Los Angeles where 300 attended 
the regular state convention, was pro- 
moted well in advance. In addition 
to general publicity in the Associa- 
tion’s publications, a series of special 
mailings was made for each meeting. 
The membership list was divided into 
areas, and only the nearest regional 
meeting was promoted to any specific 
member. Actually, there were some 
members who attended meetings in 
regions other than their own, but this 
was not encouraged. Each meeting 
had a local committee, which took 
care of arrangements, including some 
local attendance promotion. 


Advance Publicity 


Publicity for the meetings was un- 
der the supervision of Phil Robinson, 
public relations man in the NAITD 
national office. Advance releases were 
sent out directly from Washington, 
usually carrying the date-line of the 
meeting city. Current material was 
made available to the press at the 
time of each meeting. In the future, 
advance publicity and plans for each 
meeting will be taken care of by a 
visit to the meeting city by Mr. Rob- 
inson a couple of weeks ahead of each 
date. 

Both Bill Marsh and Rick Breiner 
attended all sessions and were actively 
engaged in the program. Los Angeles 
was not a true test of the smoothness 
of the plans, since services of the 
NAITD regional representative, a 
full-time staff member, were avail- 
able, in addition to the State Asso- 
ciation people. In Dallas the two 
Washington staff members handled 
the whole program, with some local 
convention bureau help to cover regis- 
tration and money-collecting func- 
tions. 

They found that it was advisable 
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to have a staff member present at the 
meeting headquarters at all times. 
This additional person could perform 
the useful function of talking to pros- 
pective members who were attracted 
to the session. 

Mrs. Norma Porterfield, member- 
ship director, was assigned to both 
the Atlanta and Chicago meetings, 
and this worked out well. In Boston, 
the NAITD regional office covered 
this function. Of course, this extra 
person threw the budget out of bal- 


a Toueh of 


Can make your convention 


or trade show the talk of your 


ance with the original estimate and 
that will be allowed for in future 
planning. 


Props 


Props and other physical materials 
to be used either during the sessions 
or as part ot the meeting operation 
were planned and collected in ad- 
vance. As one small example, lapel 
badges were printed up to read the 


industry. Make the talk that makes 


sales at the home of the biggest 


State Fair in the world! 


xb 


Air conditioned Auditorium seats 


4,301; six large modern 
exhibits buildings await your 


displays; parking area to accommo- 


date 12,000 automobiles. 


xb 


Just ten minutes from downtown 
fabulous Dallas! Serviced by nine 


major railroads, seven airlines, 


scores of bus lines and a dozen 


major highways! 


xt 


Make Industry History 
With Your Next Show at 


JAMES H. STEWART 


Executive Vice President and General Manager 


Dallas 10, Texas 


— same for all meetings, so that some 

The Oo inal bulk economies could be effected. 
1277); Things like bulletin boards were de- 

signed to be crated easily and shipped 


TABLET ARM CHAIR THAT FoLDs from one meeting to the next. 


Dates important 
IMITATED BUT UNEQUALED 


In planning meetings like this, dates 
must be scheduled carefully. The 
whole series should be within a period 
of time short enough so that the gen- 
eral industry situation will not change 
too radically from the first to the 
last meeting. In that way charts will 
not have to be changed or brought 
up to date, speeches can be used more 
than once, and so on. On the other 
hand, too tight a schedule cannot be 
maintained. Enough time must elapse 
between meetings to allow the physi- 
cal shipment from one point to an- 
other. In addition, while these meet- 
ings are an important function of the 
national association, there is other 
work to be done in Washington. The 
staff had to get back once in a while 
to catch up with the accumulated 
mail and take care of other regular 
tasks. 

These regional meetings seem to 
have performed the task set out for 
them and a_ new series is being 
planned for this year. To guide this 
planning, a series of ballots were 
passed out at each session of each 
meeting. Unsigned, ballots gave room 
for rating each session, some space 


: ; for suggestions, and the crucial ques- 
tion, “Do you want another regional 
* Only chairs can be used / meeting next year?” Over 900% of 


Foam rubber pet 1 athe aot ae 

equally well for ordinary seating... with the cushioning Sf Cs Te ee Seer 
' 7. i a CLARIN PLUS in organization and planning, and the 

arm folded down at the side. feature. percentage of those who wanted a re- 


- peat never fell below 97% in any of 
jpn the five regions. 
* Only chairs let you lift the arm 


out of the way as you sit down or stand up. 


. 
. ) Only (2 chairs are engineered and built to Clarin 


standards of strength and quality. 


Learns a Lot 


Bill Marsh says he has learned a 
lot from these meetings. In the first 
place, he has met a great many of 
Write for full information: Clarin Mfg. Co., Dept. 59. his members whom he had never seen 

1640 West Harrison Street, Chicago 44, Ilinois ot the lig nations convention. in 
addition, he has learned more about 
regional characteristics of our coun- 
FOLDS 2 ] try. : 
FLAT oO ' \ | “Tf _ these meetings are any cri- 

: ( terion,” Bill says, “Atlanta furnishes 
IN 3 sy ail { | the most enthusiastic audience, and 
EASY Dallas the easiest to organize. Bos- 


\ ‘ 
STEPS t ton lived up to its tradition as the 
seat of learning by being the most 
informed group, and Chicago was the 
Write for Free Illustrated Catalog. most apathetic and the most difficult 
to get interested in participation.” 


There is a Clarin Steel Folding Chair for every age from nursery 
school to adult—and for every need—the only complete line made. 


! AKES THE BIG DIFFERENCE IN FOLDING CHAIRS 
ENGINEERED QUALITY MAKE The End 
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Although we have been in business for 
many years, we are just getting our feet 
wet in trade show exhibiting. This is the 
first year we have ever exhibited, and we 
note that the big companies that can afford 
large spaces, get what are considered the 
prime spots in a show. We have been at 
the bottom of the list as far as making 
space selection, and have still had good re- 
sults in our first two shows. We're inclined 
to believe that space selection is not nearly 
as important as many exhibitors seem to 
make it. How does our thinking stack up 
with the facts on the matter? 


You’re right. Space selection is not 
nearly as important as what is in the 
booth. We can cite experience at two 
recent shows to prove this point. 

National Hotel Show and Exposi- 
tion of Chemical Industries were just 
held. Both shows were staged in new 
sites, having previously been held in 
Grand Central Palace, New York 
City. Both shows were laid out on a 
single floor, and were well attended. 

Because one is a trade show and 
one is an industrial show, an analysis 
of trafic flow of each provided a 
fairly accurate yardstick to place 
against shows in general. Here’s 
what a SALES MEETINGS staff re- 
porter found. 

At the Hotel Show, traffic came 
down the center aisle and moved 


quickly into the aisles branching out 
from the center. Because of this flow, 
visitors actually spent less time with 
center-aisle (prime spot) exhibitors 
as a group. Exhibitors in the far 
reaches of Kingsbridge Armory, 
Bronx, received greater attention 
than they enjoyed in the upper floors 
of Grand Central Palace. 

A cross-section of exhibitors at this 
show was interviewed. Each was 
asked a half dozen questions (the 
same questions) and results were re- 
markably similar. Small exhibitors in 
out-of-the-way spots thought that at- 
tendance at this show was as high o1 
higher than at previous shows in the 
Palace. Exhibitors in central posi- 
tions were of the opinion that attend- 
ance was off. 

Back-aisle exhibitors were in per- 
fect agreement that the quality of at- 
tendance at the current show was 
well above any other Hotel Show 
while middle-aisle exhibitors were not 
in agreement on this point. 

Why this split reaction? Big ex- 
hibitors who normally had first floor 
booths at Grand Central Palace were 
assured near 100% traffic in their 
vicinity. When the show moved to 
Kingsbridge Armory, visitors could 
be selective and wander into side 
aisles simply. At the Palace, to view 
small exhibits, visitors had to use an 


NATIONAL HOTEL SHOW was a big experiment. It was staged in Kinsbridge Armory, 
Bronx, with some misgiving about its distance from Manhattan. However, visitors did 
come to the show, and actuaily stayed longer than at shows in Grand Central Palace 
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REQUIRES DEVEL T AND PROMOTION 
WE W LD LIKE TO HEAR FROM YOU 


MAKE YOUR NEXT 


CONVENTION 
PAY ITS 
OWN WAY 


— By Staging A Trade 
Show At The Same Time! 
We Will Handle Every De- 
tail For You 
...onA- 
Percentage Basis! 


Wm. Baker & Associates 


Trade Show Management 
3302 Dodge Street — Omaha, Nebraska 


YOU'LL SELL MORE 


with an 


at your Expositions, Trade 
Shows, Sales Meetings, etc. 
Send for Free Folder 


IVEL CORPORATION 


96-18 43rd Ave., Corona 68, N.Y.C. 
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personalized 
exhibits 


Messmore & pamon 


That “something extra” in 
our finished product reflects a 
client attitude which, in almost 
four decades of exhibit design 
and constructior has brought to 
and kept with our firm a long 
and distinguished list of satis- 


fied customers. 
We build to help you sell. 


May we fill this role for you? 


Messmore and Damon 
1461 Park Avenue 
New York, New York 


Cut Display Costs 
With Giant Photos! 


Blowups of your photos or stock scenes 
make displays realistic, add depth and 
color. This FREE booklet gives prices and 
tells how to order and use Translites. ‘Stat 
Blowups, Photo Blowups, flipovers, mon- 
tages, cutouts. You get added ''sell'' and 
use less space. Send ccupon for the book- 
lets you need TODAY! 


Please send copies of ''How to 
Use Commercial Photography’ FREE to: 


Name 
Company 
Address 


STUDIOS 


123 N. Wacker Dr. 
Chicago 6, Illinois 


EXPOSITION OF CHEMICAL INDUSTRIES’ visitors filtered back to farthest aisles and 
gave new exhibitors—there were 187 of them—heavy traffic. Out of ‘ts usually site, show 
seemed to enjoy a higher quality of visitor, according to exhibitors interviewed. 


The natural in- 
clination at the Palace was to see 
everything on the first floor before 
going to upper floors. Thus, first 
floor exhibitors always enjoyed maxi- 
mum trafic and might get the im- 
pressoion that attendance was off at 
the Armory because traffic did not 
bunch up in their aisles. 

Actually, big exhibitors were right 
in assuming attendance was off, be- 
cause it was down from last year. 
However, quality of attendees was 
better. There were less off-the-street 
people who manage to slip into the 
show but are not invited or desired. 

Exposition of Chemical Industries 
had a parallel situation because it 
opened in a new site, Philadelphia’s 
Convention Hall. More than 180 
exhibitors appeared in the show fo 
the first time and were given last 
choice in space selection. With 550 
exhibitors, covering five acres of 
space, new exhibitors were in the 
hinterland of exhibit areas. 

It may appear strange, but small 
exhibitors in the farthest recesses of 
the show enjoved exceptional attend- 
ance. Traffic filtered back to these 
exhibits in a steady flow. With no 
stairs or elevator deterents, visitors 
seem to move back through the show 
as far as they can go. 

If these shows con be taken as 
criteria, attractive booths in side 
aisles or far back can do well. There 
seems to be a current trend among 
show visitors to seek out small, lesser- 
known exhibiting companies in the 
hope of finding a “sleeper” product. 
This was the case at the Chemical 
Show, particularly. 

In addition to traffic flow, other 
interesting facts developed by these 
shows concern visitor reaction to 
changes of show site. At both shows, 
exhibitors indicated that quality of 
attendance was better. Whether this 
is a fact or just a “feeling” on the 
part of exhibitors will be determined 
by registration analysis. 


elevator or stairs. 


There was some hesitancy about 
using the Kingsbridge Armory for 
the Hotel Show because it is up in 
the Bronx rather than in the heart of 
Manhattan where the show has pre- 
viously been staged. However, visi- 
tors found that the Bronx is not in- 
accessible—actually 30 minutes by 
subway from Grand Central Station. 
Exhibitors found an advantage in be- 
ing up in the Bronx. Visitors tended 
to stay at the show all day rather 
than pop in and out, as many did 
when the show was in its Manhattan 
site. This was another factor for 
end-of-aisle exhibitors enjoying good 
booth attendance. 


Sound Advice 


“How to Guarantee That Your 
Space Will Pay Off” is title of a 
booklet that has been distributed to 
exhibitors of the National Restaurant 
Show. Prepared for National Res- 
taurant Assn. by Nejelski & Co., 
Inc., management counselling organi- 
zation, the booklet outlines the six 
steps to take to make exhibiting pro- 
ductive. 

Why the booklet was produced is 
explained by Frank J. Wiffler, execu- 
tive vice-president, National Restau- 
rant Assn., in the foreword. ‘Be- 
cause, while a few exhibitors really 
cash in on their investment in space, 
many others do not,” says Mr. Wif- 
fler. ““That’s too bad for everybody. 
NRA members come to their annual 
convention hungry for ideas and in- 
formation. They are in a_ buying 
mood. So, if they go back disap- 
pointed, not only do they lose, but 
you (exhibitors) fail to accomplish a 
maximum results.” 

Steps, outlined by Mr. Wiffler’s 
booklet, can be adopted by any exhi- 
bitor at any show. 

Step one is: “Consider how you 
can help restaurant operators (or 
visitors to any show) solve one or all 
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Yes, we've “outgrown” our old location 
and have moved to larger quarters to 
keep pace with your ever-increasing 
demands for the best and latest in 
attention getting: 


@ CONVENTION EXHIBITS 


@ P.O.S. PRODUCTION EXHIBITS 
@ ITINERANT DISPLAYS 


With our new, larger plant and increased 
facilities we now have the capacity for 
production that helps us put extra 
meaning into the word “SERVICE.” 


Send us your specifications 
for prompt quotation. 


1634 GEST ST. 
CINCINNATI 4, OHIO 
GRandview 7500 


International Amphitheatre 


Home of the Chicago National 
Automobile Show—Chicago National 
Boat Show — Chicago International 
Sports and Outdoor Exposition — 
Sonja Henie Ice Revue—International 
Live Stock Exposition—International 
Kennel Club Dog Show—International 
Dairy Show and Rodeo—The Chicago 
Home of the National Metal Exposi- 
tion—International Heating and Ven- 
tilating Exposition and other leading 
Industrial Expositions. 

o 
260,000 Sq. Ft. Exhibit Space 
Individual Halls 
4,000 to 55,000 Sq. Ft. 


« 
ARENA SEATS 12,000 
Air Conditioned 
Many Smaller Meeting Rooms 
New Public Address System 


Free Parking for 4,000 Cars 
15 Minutes from Loop Hotels 


International Amphitheatre 
42nd & Halsted Chicago 9, If. 
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Problems 
labor costs, food 
labor turnover, 


of these major problems.” 
to be solved include: 
(materials) costs, 
scarcity of competent supervisors, 
personnel recruitment, on-the-job 
training, and promotion. 


Step two: “Select one problem or 
settle on one helpful idea—then build 
your entire exhibit around _ this.” 
Under this step, the booklet suggests: 
“Bring together all your interested 
people to help plan. Decide which 
problem or idea fits your business 
best. Translate one idea into a theme 
that is your own. Decide how to 
present the one idea in three di- 
mensions. If you use facts, base them 
on experience. Prepare a spelled-out 
plan and put it on paper. If you want 
to entertain. do it well. Let a com- 
petent designer interpret vour ideas.” 

Step three: “Prepare Carefully 
and thoroughly so that everything 
will be ready and everybody will be 
trained.’ Here are the planning sug- 
gestions: ‘“Make sure that products 
and equipment will be ready. Select 
and train personnel well in advance. 
Plan your exhibit with sales per- 
sonnel who enjoy it. Make certain 
that literature and cards will be 
ready. Put all plans and preparations 
down on paper.” 


Step four: “Coordinate your ex- 
hibit with all other forms of your 
sales, advertising and promotion.” 
This is what should be done: “Issue 
special invitations to prospects and 
customers. Get your dealers and dis- 
tributors out for Dealer Day. Build 
your advertisements in pre-conven- 
tion and convention issues of trade 
magazines around the same ideas used 
in your exhibit. Promote attendance 
at the convention.:If you plan a con- 
test or drawing for your exhibit, give 
those who cannot attend an oppor- 
tunity to participate. Prepare your 
dealers and distributors to send pros- 
pects to your exhibit. If you have a 
natural opportunity to coordinate 
your products with those of other 
companies, do so in advance.” 


Step five: “Run your exhibit in 
every way that will help you make 
maximum sales.”’ For sales efficiency, 
the booklet suggests: “Keep your 
exhibit program fresh each day. Have 
lists of your distributors and dealers 
handy. Individualize and personalize 
as much as possible. Take names only 
if you plan to follow through. Make 
sure that all persons in your exhibit 
have full and complete knowledge of 
all prices. If you are using demon- 
strations, go through them step by 
step each time—illustrate and explain 
with the same care. Make sure at- 
tendants as well as your exhibit, are 
always neat and clean.” 


Planning a 
TRADE SHOW 
SALES MEETING 
or EXHIBIT in 


ATLANTIC CITY? 


consult 


MELTZ Stucios 


Complete Show Decorating 
and 
Display Installation Service 


¢ DRAPES e SIGNS 
e BOOTH EQUIPMENT 


MELT] Petco 


2304 PACIFIC AVENUE 
ATLANTIC CITY, N. J. 
Phone 4-3942 


FREE KNIFE! 


mail coupon for 
this famous | 


Sliding ¢ | 
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button give Business | Getter 


blade length 


Retails 95¢ 


e CURAY 


IMlustrates firm 
name imprint 
for year long 

remembrance 


At your next trade 

show or sales meet- 
ing—distribute use- 

ful, inexpensive GITS 
goodwill gifts. Mail 
coupon to see the com- 
plete line and your free 
GITS knife. 
*Free to business firms— attach letterhead 


GITS MOLDING CORPORATION 
4600 W. Huron St., Chicago 44, Ill. 
Send me free GITS KNIFE and name of Adver- 
tising Jobber to show GITS “Business Getters.” 
Name = = 


ee ES ee a 
Address_ 
i isccimnnntacncetel Zone_____State___ SME 15 


4 


4| 


cunorens » Bou) Age < onesses 
SA . 


PLAN YOUR 


SALES CONFAB 


OR YOUR 


CONVENTION 


AT THE 


F U N S U N CORRUGATED CARDBOARD BACKGROUND sets up in 20 minutes, costs $35. 


SPOT OF AMERICA Step six: ‘Follow up through your New Booth Background 


field organization to translate interest 
into sales.’”’ Methods outlined to do A new corrugated-cardboard booth 
CONVENTION BUREAU this are: “Send detailed report of background has just been introduced 


your exhibit to salesmen, brokers, dis- by Gibraltar Corrugated Paper Co., 
tributors and dealers. Divide the Inc., North Bergen, N. J. Called 
names of prospects and customers by All-Purpose Display Setting, the 


NEVADA the sales persons who can follow background is designed for low-bud- 

through for you in the field. If you get exhibiting. Finished in pastel 

CHAMBER OF COMMERCE introduce a new preduct, and it re- blue, it has a smooth finish that will 
* ceives an unusual amount of interest, take paint for copy. 

report this in your trade advertising Weighing only 33 lbs, in its ship- 

and in your publicity. Review and ping container, the background is six 

analyze the success of your exhibit feet by two feet by three inches when 

with your associates.” packed. It sets up in 20 minutes to 

Any exhibitor that takes these six a width of 13 feet, four inches, with 

steps seriously cannot help but do a wings extended, or six feet, eight 

more efficient job. Exhibits at the .inches when wings are brought in. A 


At three consecutive national trade 
shows a Hartwig designed—Hartwig- 
built exhibit has been awarded— 


/ BEST PRODUCT PRESENTATION 


IN THE SHOW 


and yet so foreign! 


A French Canadian mountain village Three different exhibitors — Three 


on its own 5000 acres. Finest con en- top-honor selling jobs. 
tion and recreational facilities. Superb 


cuisine. Bar 

Groups up to 300 during June, 
September, October... smaller groups Look fer Hartwig in Chicago, New 
during winter or summer seasons. E 
Write for full information! York, Washington, Los Angeles and 


Only 90 miles north of Montreal Milwaukee. 


Mont Tremblant | 
ig Lodge DISPLAYS 


“Mont Tremblant, P. Q. Canada 


Hartwig can do the same for you — 
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canopy header for brand or company 
name is approximately seven feet 
high. 

The sturdy corrugated construc- 
tion of the background permits its re- 
use. The background stands stolid 
and has slotted arrangement for sim- 
ple erection and dismantling. 

Cost of background in its shipping 
container is $35, F.O.B., North Ber- 
gen, N. J. 


Polaroid "Package" 
Polaroid Corp., Cambridge, Mass., 


has created a “convention package” 
for exhibitors who want to take pic- 
tures of booth visitors and present 
the photographs on the spot. Because 
of the success of its picture-in-a-min- 
ute camera at exhibits, Polaroid de- 
veloped the “package” to help ex- 
hibitors get the benefit of a picture-a- 
minute technique at lowest cost. 

The ‘“‘package” includes a display 
unit that fits a 10-foot or 12-foot 
exhibit area. The unit has remov- 
able lighted panels that can be con- 
verted to carry company or brand 
name. It has room to display prod- 
uct or literature. Electronic flash 
units are built into the display to 
make possible studio-quality 60-sec- 
ond photographs. 

A Polaroid camera is furnished to 
each booth photographer and “more 
film than can be used” is packed with 
the unit. Attractive picture mounts 
on which can be imprinted a com- 
pany name or message are furnished 
with each picture taken. 


According to Polaroid, attractive 
young college graduates, experienced 
at convention picture-taking, operate 
the cameras. At least one Polaroid 
girl travels with the package. If ex- 
hibitors want to supplement her with 
their own personnel, she will train 
them in the use of the camera. 

“We fully realize that a good 
demonstration of our camera will do 
a lot to sell a booth visitor on the 
idea of going home and buying one 
for himself,” says Polaroid. ‘For 
that reason, we have kept our fee 
for the use of the convention package 
below cost.’’ Chief costs are for per- 
sonnel and transportation. Users 
pay nothing toward display costs, 
cameras or other equipment used. 

Complete pack age—personnel, 
equipment, display unit and film—is 
$100 for the first day of the conven- 
tion and $60 for each day thereafter, 
regardless of the number of pictures 
taken. Additional girls are $60 a 
day each plus actual transportation 
costs. (This includes the extra film 
that will be consumed.) 

Whatever changes are made in the 
booth to adapt it to a particular show 
will be billed at cost, says Polaroid. 
Transportation costs are set at $20 
for every 100 miles distance between 
Cambridge, Mass., and the conven- 
tion city. This cost covers one girl, 
the display unit, film, equipment and 
mounts. Each additional girl will be 
billed at actual round-trip cost for 
air transportation. 

Exhibitors who use a Polaroid 
package pay for their exhibit space. 


POLAROID'S SELF-CONTAINED EXHIBIT, built by Ivel Construction Corp., is part 


of convention "package" that includes photographer, picture-a-minute camera and film. 
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A City Under One Roof — 
Perfect For 
An Outstanding Convention 


Finest facilities — location ideal for 
either National or Regional groups 

complete recreational facilities 
on our 700 acres of estate-like 
«rounds, including our own 18-hole 
championship golf course. We 


oie : . ie 

specialize in personalized attention! 

Inquiries appreciated and promptly 
handled. Write: 


A. P. Shoemaker, Jr., General Manager 
N. Meisner, Convention Manager. 


i Cdgewile? Gulf. hotel 


ult § Mex 


Midway betw ulff rtand Bilox 


EDGEWATER PARK, MISS. 


MEMPHIS, TENN. 


al 


Convention Headquarters 


Lobby, Mezzanine & Third Floor @ 
offer over 38,000 sq. ft. exhibit | 
space, banquet & conference 
accommodating 25 to 
1000 persons; 625 rooms with 


bath. 
Completely Air-Conditioned 


Write for further details. 
F. R. SCHUTT, Pres. & Gen. Mor. 


rooms 


THEY BOUNCED BALLOONS in the air . . . tried to carry oranges between their knees (with the help of TV star, 


Roxanne) ... and blew a bugle with a mouth full of crackers . . . just to show how imaginative showmanship works. 


This Will Stop a Depression ? 


Any company, large or small, can increase sales and gain — © 300 persons at a time. 


public attention with showmanship, says Sylvania at meet- 


ings for sales managers’ clubs. Sylvania stages sessions to 


kill depression talk and start new selling era for industry. 


BY BERNARD G. PRIESTLEY 


Something new in sales meetings 
was inaugurated recently by Sylvania 
Electric Products, Inc. 

Surprisingly, these gatherings are 
not for sales executives and salesmen 
of Sylvania but of sther companies. 
Most surprising of all, their chief 
purpose is not to boost sales of Syl- 
vania products—at least not directly 

-but to help “the other fellow” 
throughout the nation to increase his 
sales. 

Top-flight sales executives of the 
company are directing the meetings. 
Moreover, thousands upon thousands 


44 


of dollars have been spent in putting 
together a program for the gather- 
ings that includes a new movie in 
color, and personal appearances of 
Roxanne, Sylvania’s TV “Beat the 
Clock” hostess, and other TV and 
radio talent. 

Sylvania plans to present the 
program at frequent intervals for an 
indefinite period largely before sales 
executives clubs, most of which will 
be well represented in the National 
Sales Executives, Inc. This means 
that, generally speaking, the program 
will be seen and heard by only 100 


At first thought, any discerning 
sales executive ind, less particularly, 
any higher up executive, might ques- 
tion the economic soundness of such 
meetings. But that’s the story. Let’s 
look at a sample of the program first. 

The initial presentation was given 
recently before some 275 members of 
the Sales Managers Club of the 
Greater Boston Chamber of Com- 
merce. By-a carefully arranged plan, 
Sylvania literally took over a regular 
meeting of the Club. 

Bart K. Wickstrum, Sylvania vice- 
president and director of sales, per- 
sonally directed the program, an out- 
standing feature of which was the 
staging of a special “Beat the Clock” 
performance. This was limited exclu- 
sively to those members in attendance, 
since it was neither telecast nor 
broadcast. 

Appearing with Wickstrum on the 
hotel-room stage were the vivacious 
Roxanne and a number of attendants. 
Volunteers were called up to do 
stunts similar to those staged on the 
regular “Beat the Clock” TV show. 
Those responding included Ben P. 
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“To and, across all Canada 


TCA schedules fast and frequent flights from 
many U.S. cities. Take advantage of the speed 
and convenience of this dependable travel service 
for your Trade Shows or Conventions. 
TCA will. gladly assist your committee on all travel matters 


connected with their promotional or entertainment plans. 


Special fare reductions available for group travel 


TCA Offices in the U.S.: Boston, Chicago, 
Cleveland, Detroit, Los Angeles, Miami, 
New York, Sault Ste. Marie, Seattle, 
Tampa - St. Petersburg. 


SEE YOUR TRAVEL AGENT 
OR NEAREST TCA OFFICE 


ETHBRIDGE 
ATE : Ganoe® 
STEPHENVILLE 


- = 7. 
cucton Somaya St HONN'S 


AULT STE MARIE 
S 
LONDd 
a id 
"WINDSOR 


TO FLORIDA AND THE CaRIBOEAN TO BERMUDA AND THE CaniBetan 


In addition to its U.S. and Canadian 
services, TCA also flies regularly 


overseas to Britain and Europe, to 
Bermuda, Nassau and the Caribbean. 


LITTLE ROCK! 


--- ideal sales 
meeting city 


Get the gang together in Little Rock 1000 MILES 


TRANS-CANADA /,., /. 
wa ae As “ Ln os 


Minneapo'is 


—— 


and they'll go home pleased and 
happy .. . Excellent rail service 
in 10 directions—served direct by 
American Airlines, Braniff, Delta- 
C & S and Trans-Texas Airlines— 
a central location that saves time 


and miles. 


J Check its Advantages 


Modern hotels \ Central location—good 


Ample air conditioned transportation 


Denver 


* — 
500 mites ,\ : 
\ Birmingham / 
Dallas 
\ / 
\ sl 
% Houston New Orleans , 


™, 
> 


rooms Excellent eating facilities 


For more information, phone or write H. J. Burford 
SOUTHWEST HOTELS, Ine. 
Phone 5-8241 — P. O. Box 389, Little Rock, Arkansas 
Directing 4 Modern Hotels 
THE MARION + THE GRADY MANNING 
q TRADEMARK OF QUALITY THE LAFAYETTE ¢ THE ALBERT PIKE 


SOUTHWEST'S LITTLE ROCK HOTELS FEATURE OVER 800 AIR- CONDITIONED 
ROOMS AND COMPLETELY AIR-CONDITIONED MEETING ROOMS AND PUBLIC SPACE. 


Air conditioned Reasonable prices 


V 
V 
hanquet rooms \V Numerous golf courses 
Air conditioned V City of hospitality 
\ 


municipal auditorium Historical sights 


SM/JANUARY 1, 1954 


Romero of the Club’s Executive Com- 
mittee; John J. Canavan, manager, 
Credit Bureau of Greater Boston; 
and John J. Kennedy, American 
Mutual Liability Co. 

Romero’s stunt was to keep blow- 
ing a trumpet with his mouth full of 
crackers while running back and forth 
across the stage every few seconds to 
have additional crackers stuffed into 
his mouth by Roxanne. He “Beat the 
Clock.” 

Canavan was given the difficult 
task of carrying one orange after an- 


a 


other between his knees (no hands) 
to a receptacle on one side of the 
stage. He succeeded within the time 
limit. 

Kennedy’s stunt was to keep a toy 
balloon bobbing up and down in mid- 
air with one hand while he took part 
in a “potato race” against time with 
the other hand. He won, too. 

Perhaps the stunts were a little 
easier than some of those on the regu- 
lar TV program—so their successful 
accomplishment would be fairly well 
assured—but that didn’t appear so to 


Y wl like... 
Hotel Lennox St. Louis 


Complete, modern facilities for sales 


meetings, conferences, luncheon 


meetings, buffet, cocktail parties, fashion 


shows and banquets. All rooms air- 


conditioned, quiet-proofed and 


accoustically perfect ... conveniently 


located on the newly enlarged and 


decorated Lennox mezzanine. 


Lennox Hotel in downtown St. Louis, 


Write... 
: Hotel Lennox St. Louis 


home of the world renowned 
Rathskeller and Bermuda Inn. 


For full color descriptive bro- 
chure showing the handsome 
Lennox appointments. Unex- 
celled facilities . . . available for 
your mext meeting, + 


the audience. At any rate, all three 
winners were presented modernistic 
new table radios by Wickstrum and 
Roxanne. 

Shown for the first time, the talkie 
in color, entitled “Showmanship in 
Selling,” portrayed some of the un- 
usual stunts Sylvania has accom- 
plished in recent weeks with one of 
its well-known products, camera 
flashbulbs. 

For instance, the film depicted how 
Sylvania got the first radio-synchron- 
ized color picture of a jet plane being 
catapulted from the U.S. carrier 
Antietam 100 miles at sea. More than 
800 Sylvania superflash bulbs were 
strung around the ship to make pos- 
sible the picture, taken from a Navy 
blimp. The giant flash was touched 
off electronically. The “shot” was 
engineered by technicians of Sylvania 
and Fairchild Camera with the assist- 
ance of Navy electronics and com- 
munications personnel. 


Publicity 


The movie portrayed how LIFF 
Magazine and many _ newspapers 
played up this achievement. 

As the film revealed, this was only 
one of five multiple-flash pictures en- 
gineered by Sylvania in recent weeks. 
Another was described as “The 
World’s Greatest Flash Picture.” 
More than 1,500 bulbs were utilized 
in taking a night color view of a large 
section of Levittown, Pa. The town’s 
Civil Defense Corps held up syn- 
chronized flashholders at vantage 
points of all the streets of the section 
for the “explosion.”” Collier's cooper- 
ated with Sylvania in planning the 
“snap,” which was made from a 200- 
foot watertower. 

A reproduction of the actual photo- 
graph appeared soon in a two-page 
color spread in Collier's, entitled “A 
Town Takes Its Own Picture.” 
U.S. Camera also devoted six pages 
of its November issue to the story. 
Other publications gave the feat gen- 
erous space. 

One of the other three huge flash 
pictures, as the film informed, was a 
night view of Chicago’s Museum of 
Science and Industry, in the taking 
of which 1,060 large flashbulbs were 
fired electronically. This event was 
dubbed “Operation Big Shot” and 
professional and amateur photograph- 
ers were invited to take pictures 
themselves as the gigantic flash went 
off. More than 5,000 photographers 
responded and they used over 7,500 
cameras. 

Rounding out the five | “big 
flashes” were ones of the Diamond 
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Horseshoe of the Metropolitan Opera 
in New York and the “Big Boom” of 
Carlsbad Caverns in New Mexico. 
Several thousand bulbs were used in 
the latter stunt and it won a cover 
picture on National Geographi 
Magazine. 

The film showed many _ other 
scenes having to do with Sylvania 
flashbulbs and other products. For 
instance, President Eisenhower was 
depicted being presented the one- 
billionth vacuum tube produced by 
Sylvania. And Garry Moore of TV 
fame was portrayed with some of the 
youthful entrants in a national flash- 
bulb picture contest conducted by 
Sylvania. Other notables in the film 
included Arthur Godfrey, Bing 
Crosby and H. V. Kaltenborn. 

Following the showing of the film, 
Wickstrum declared in a brief talk 
that although the stunts depicted 
were expensive and difficult to per- 
form, they are paying off handsomely 
in pictures in many national maga- 
zines of big circulation, in the metro- 
politan and local newspapers and in 
other forms of favorable publicity— 
and in goodwill-building. 


Purpose 


He pointed out, however, that the 
major purpose of the film—and the 
whole program—was not to thrust 
Sylvania into the limelight as the 
great doer of showmanship stunts 
which smaller concerns had no hope 
of achieving, but rather to demon- 
strate the vast possibilities of promot- 
ing a company’s name, and, indirectly, 
sale of its products, through sound yet 
dramatic and effective showmanship. 

He emphasized strongly that any 
company, small as well as large, can 
employ showmanship effectively to 
gain greater public attention and 
stimulate sales. He cited as an out- 
standing local example of the effec- 
tive use of showmanship, the way 
Gillette Safety Razor Co. employs it 
through telecasting World Series 
games, boxing matches and _ other 
sports events to build goodwill and 
increase sales of razors, blades and 
shaving cream. 

Climaxing the Sylvania program, 
Wickstrum spoke _ enthusiastically 
about the general business outlook, 
saying in part: 

“Let’s stop talking recession and 
start selling. Business in 1954 will 
be greater than in 1952 and within 
three or four per cent of 1953. A 
slight adjustment is occurring now, 
I agree, but I feel that most of it is 
an inventory correction. | am equally 
sure that if business maintains a sem- 
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blance of balance there is no reason 
why this readjustment period need 
be either drastic or of long duration. 

“I predict that the gross national 
product in 1954 will be about $350 
billion.” 

At the close of Wickstrum’s talk, 
Donald Segal, president of the Sales 
Managers Club, presented Wickstrum 
with a silver replica of an original 
Paul Revere Bowl. A surprise award 
was made to Boone Gross, president, 
Gillette Safety Razor Co., by the 
club for “outstanding showmanship 


over 200 industrial advertisers 


-»-WITH EXHIBIT BUDGETS FROM 
$1,000 TO OVER $100,000 
BOUGHT THEIR 1953 TRADE SHOW 
EXHIBITS FROM 


merchandising.” In responding, Gross 
casually mentioned that Gillette's 
razor blade sales had passed the 57 
billion mark. 

That was the pattern of the new 
type of sales meeting as presented in 
Boston. It will be the pattern, gen- 
erally speaking, of many a similai 
gathering to follow. 

In Boston the dramatic and super- 
interesting program drew prolonged 
applause. But in the mind of many 
a sales executive in attendance it cre- 
ated the question: “How can Sy!- 
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eneral exhibits and displays, ine. 


2100 WN. RACINE AVE. 


CHICAGO 14, ILL. 


PHONE EASTGATE 7-0100 


An important reason is 
that every one, modest 
buyers and large, 
received the same 
kind of service—an 
officer-contact man, 
unsurpassed design and 
production teamwork 
and the will to excel. 


There are other reasons, too. 


Ask any of our clients (list gladly furnished) 


or better yet, stop in to meet our personnel, 


see our facilities and then decide 


for yourself how we could be helpful to you. 


82% have been clients for 2 to 18 years 


Let THE DRAMATIC WAY 
be the gateway to... 


DRAMATIZED f 


SALES PRESENTATIONS 


IRA MOSHER ASSOCIATES, INC. 


Presents 


THEATRE FOR INDUSTRY 


Sales — Distributor — Dealer Meetings 
Created—Written—Directed—Supervised 


THEATRE FOR INDUSTRY 
Offers 


The complete meeting package or creation 
and performance of any single phase. 
Fresh approach, original ideas and pro- 
fessional handling. 


THEATRE FOR INDUSTRY 
Gives 
Four step planning to small or large, 
permanent or portable, office or hotel 
meeting. This includes all phases of 
Creative Planning, Techniques and Tools, 
Direction and Supervision and the Follow 


Through. 


Objectives are selected, format outlined 
and a theme developed. Speeches and 
scripts are written and edited, Visual tech- 
niques are selected, created and prepared. 
Special displays and scenery are designed. 
Meeting Managers and Professional Stage 
Directors are provided. Hotel arrange- 
ments are made and managed. All pre- 
meeting, meeting and post-meeting de- 
tails are completely planned and super- 
vised. 


Why don’t you take advantage of the 
scope of specialized services we offer. Let 
us serve you in order that you may better 
serve your organization. 


For further information write or call 


THEATRE FOR INDUSTRY 


Ira Mosher Associates, Inc. 


10 Rockefeller Plaza, New York 20, N. Y. 
Telephone ClIrcle 7-5888-9 


1511 K Street, Washington 5, D. C. 
Telephone Republic 7-8061 


vania hope to cash in on such a won- 
derful program when it is presented 
to so comparatively few people? 

The answer is: Sylvania doesn't 
hope to “cash in,” itself, except per- 
haps indirectly, on the gatherings. A 
far different goal is sought. 

Sylvania executives strongly believe 
that these meetings will prove highly 
effective in helping to stimulate 
among sales executives a more in- 
tense desire to “‘sell’’ their companies 
into greater progress through show- 
manship and other important sales 
tools. ‘They are confident the meet- 
ings will aid greatly in revitalizing 
among company executives an opti- 
mistic attitude toward the future. 

Accomplishment of these two ends 
on a broad national scale as a result 
of leadership generated at the meet- 
ings, would, according to Sylvania 
executives, give business i in general a 
powerful forw ard thrust and provide 
the most effective weapon against the 
start of a depression. 

Wickstrum’s concluding remarks 
at the Boston meeting were closely 
along the lines of such thinking. And 
sO was a recent speech in Boston 
(Nov. 20) by Don G. Mitchell, 
Sylvania’s Board chairman. 

Speaking before the New England 
Council, Mitchell scoffed at business 
pessimists and expressed  whole- 
hearted confidence in the nation’s 
economic future. “Business will be 
good for a long time to come for 
the businessman who makes it good,” 
he declared. 

“The situation today is greatly 
similar to that which finds a person 
not feeling too well, but not yet feel- 
ing really ill. I suppose you could 
say that he is toying with the idea of 
being sick. All he needs is a well- 
meaning but tactless friend to say 
‘Charlie, yeu look awful’ and he’s on 
his way to the sickbed.” 

Mitchell cited some basic facts to 


“show just exactly why I am sin- 
cerely an optimist, and not someone 
who is simply giving a pep talk while 
inwardly feeling just the opposite.” 

Gross national product—sum of all 
goods and serv ices—describes the cur- 
rent situation, he said. It is currently 
at the annual rate of about $369 bil- 
lion, which is second only to the all- 
time record rate of $372 billion set 
in the second quarter of 1953. And 
he added that “the slight relative 
drop from 372 to 369 was more than 
accounted for by a sharp decrease in 
the accumulation of inventories. 

Construction outlays for 1953, he 
went on, will be $34 billion, only a 
trifle less than the estimate for 1953 

-$34.7 billion. 

“Now that we've dropped these 
two economic blockbusters on the 
pessimists’ camp,” he continued, “let’s 
add a few fragmentary bombs to 
complete the destruction. 

“During the third quarter (of 
1953), personal consumption not only 
maintained its level but increased 
slightly expenditures for plant 
and equipment throughout industry 
stayed on an even keel . . . the rate 
of savings of individuals increased . . . 
and both before-tax and after-tax in- 
come of individuals continued to 
sss. 

In conclusion, he declared that 
business, however, must really get out 
and merchandise its products in the 
months ahead—making fullest use of 
showmanship and other effective sales 
tools. And he added: 

“Please don’t let yourselves be vic- 
timized by anyone who says that mar- 
keting is a mysterious field which you 
would be better off to leave to those 
who know its secret pass words. 

“Effective marketing comes from 
adopting a point of view completely 
similar to attacking any management 
problem. Its problems can be solved 
as readily as any others.”’ The End 
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NOW IS THE TIME FOR THAT 
WASHINGTON CONVENTION 


t's yy back in the Capital—To catch =~ new optimistic note—to give your 
tings and Exhibits the 
company van Ea nee h your activities at The Shoreham. 


Few national meetings are too large for our facilities . . . 


added zest and sparkle of the new 


certainly none is too small 


SHOREHAM 


Connecticut Avenue at Cubert Street 


Washington 8,D.C. 
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Yyou are looking for an exotic background, luxury 
facilities and an environment distinctly different .. . 


one that will insure-the immediate success of the occasion . . 
it is for a particular group, a meeting or a convention . 


. whether 
. . then select 


the British Colonial, here in Nassau, loveliest island in the Bahamas. 
The New World’s most fascinating “Old World” town, colorful streets, 
flower-decked houses, ancient forts and native markets that will add to 
the enchantment of the business holiday for your entire group. 


RECREATIONAL FACILITIES: 
Go_F——Guest privileges at Bahamas 
Country Club, 18 hole course. SwWIM- 
MING—large outdoor pool on grounds 
and surf bathing from private beach on 
hotel grounds. RIDING, DEEP SEA FISH- 
ING, WATER SKIING (instructor), SAIL- 
BOATING. DANCING (nightly). 


MEETING & BANQUET ROOMS: 
Several rooms of varying sizes avail- 
able for private meetings, luncheons 
and dinners, taking care of up to 400. 


Ne, 
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ap 


Reginald G. Nefzger, General Manager 


LIQUOR FACILITIES: Complete. 


CONVENTION SEASON: Groups can 
be handled to January 15 and after 
March 15 to September Ist. 


CAPACITY: Sleeping accommodations 
for 400. 


UNITED STATES REPRESENTATIVES 

ROBERT F. WARNER, INC. 

NEW YORK—588 Fifth Ave.—JUdson 6-5500 
BOSTON—73 Tremont St. —LAfayette 3-4497 
CHICAGO—77 W. Washington St —RAndolph 6-0625 
WASHINGTON—Investment Building— Republic 7-2642 


British Colonial Hotel 


NASSAU, BAHAMAS 


HOW TO REACH: By air, British Over- 
seas Airways (B.0.A.C.) direct from New 
York to Nassau. OR by plane or train to 
Miami and Pan American World 
Airways or B.O.A.C. to Nassau; 
by ship, New York to Nassau, 
weekly service S.S. Nassau, or 
S.S. Nuevo Dominicano, Miami 
to Nassau, and Cruise Ships 
from New York to Nassau — 
Cunard and Furness Lines. etc. 
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Put PLEASURE on your program 


Choose GALVESTON. 


Your delegates will love the tropical atmos- 
phere of Galveston, Texas, a sparkling ‘island 
in the Gulf of Mexico. Air conditioned re- 
sort hotels on the beach, luxurious private 
swimming pool, abundant fishing, golf courses 
and tennis courts and 32 miles of beach for 
swimming and sunning. 

In addition to hotel meeting rooms, the fabu- 
lous Pleasure Pier has 36,000 sq. feet of 
exhibit space and an air conditioned dance 
room, ideal for meetings, banquets and dances. 


AFFILIATED NATIONAL HOTELS 


ALABAMA 
ADMIRAL SEMMES Mobile 
THOMAS JEFFERSON Birmingham 
DISTRICT OF COLUMBIA 
WASHINGTON Washington 
INDIANA 
CLAYPOOL 
LOUISIANA 


TEXAS 
HOTEL HOTEL STEPHEN F. AUSTIN 
HOTEL 
HOTEL 
HOTEL Indianapolis 
New Orleans 
New Orleans 
NEBRASKA i L 

PAXTON Omeoho 
NEW MEXICO EL MENGER 

t CLOvis ANGELES COURTS 
SOUTH CAROLINA 

HOTEL WADE HAMPTON 


NEL DESOTO Galveston 
is loredo 
k 
Marlin 
Sen Angelo 
Antonio 
Clovis Sen Antonio 
WHA 
HOTEL MOUNTAIN LAKE Mountoin Lake 
HOTEL MONTICELLO Norfolk 


TELEPHONE 


WASHINGTON—Executive 36481 
MEXICO CITY—10.4800 


Columbia 


NEW YORK—Murray Hill 66990 
CHICAGO—Mohawk 45100 


BUCCANBER HOTEL 
Gatvez HOTEL 

JEAN LAFITTE HOTEL 
CORONADO COURT HOTEL 


Y AFFILIATED NATIONAL HOTELS 


Television or radios 


in guest rooms 


COMPLETE CONVENTION 
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FACILITIES COMBINED WITH RESORT PLEASURES. 
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Customers learned how to cook with Hiram Walker cordials . 


For Consumer Products... 


Promotion Dept. of Hiram Walker 
Inc. is in the trade show business. It 
staged four complete trade shows— 
including local and _ national  ex- 
hibitors—on a nation-wide tour that 
hit 40 major cities. The four travel- 
ing shows were basically the same 
with different local exhibitors partici- 
pating along the way. 

Hiram Walker’s national show 
tour developed from experiments by 
a few distributors who staged trade 
shows in their areas for retailer cus- 
tomers. Idea for this kind of event 
originated with Gordon Bass, Inc., 
distributor in Newark, N. J., who 
ran his own shows annually for three 
years. 

Billed as Hiram Walker Merchan- 
dising Fair, the traveling show was 
designed to show liquor retailers the 
latest and best in merchandising 
equipment and ideas. The show dem- 
onstrates how. they can secure a great- 
er share of the consumer dollar. 

The shows toured the country 
simultaneously and were put on in 
“open” states—where sale of liquor 
is not controlled by the state. More 
than 60 displays were shunted by 


50 


- 


. while “outside” exhibitors sold their products on the spot. 


They've Put a New Twist 


Hiram Walker staged 40 shows to educate its customers. 
It didn't seil a bottle of liquor but told its invited 


exhibitors to sell hard. Shows were good for everyone. 


Hiram Walker around the country 
and between 40 to 50 “outside” ex- 
hibiting companies participated in 
each city. 

“Our exhibits are of an educational 
nature,” says Harold Dols, promo- 
tion manager. ‘They include a dis- 
tillery exhibit that graphically depicts 
production methods at Hiram Walk- 
er’s world’s largest grain distillery in 
Peoria. At this exhibit, retailers are 
shown all production steps from the 
selection of grains to final shipment 
of the product.” 

The distillery exhibit, one of 15 
manned by Hiram Walker, was 
tended by technical experts from Pe- 
oria: Dr. C. S. Boruff, technical di- 
rector; Dr. Leonard Stone, director 
of research, and Tom Cline, research 
department. Another popular booth 
at the show was manned by the 


Cordial and Cocktail Dept. This 
exhibit demonstrated the making of 
cordials and explained cooking with 
cordials. For this demonstration 
foods were actually prepared with 
cordials and served to retailers. Cook- 
ing experts, secured through local 
newspapers in each city, manned the 
booth and distributed specially pre- 
pared cordial cooking books. 

Hiram Walker's advertising booth 
stressed pre-selling accomplished by 
advertising in magazines, newspapers 
and billboards. Advertising specialists 
from Foote, Cone & Belding, C. J. 
LaRoche, and Maxon agencies, rep- 
resentatives of Hiram Walker Adver- 
tising Dept., and national advertising 
managers of local newspapers manned 
this exhibit. Robert Anthony, model 
who appears in Walker’s DeLuxe ad- 

(Continued on page 53) 
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Behr-Manning customers weren't sold coated abrasives . 


; 


. . but machinery manufacturers made selling demonstrations. 


For Industrial Products .. . 


on Promotional Medium 


Behr-Manning treated customers to a show of new wood- 


working machinery it doesn't make, but knows resuits of 


show will make investment pay off in goodwill and sales. 


Show a man in industry a better 
way to use your product, and you 
have a stronger customer. Show a 
prospect how your product can per- 
form more efficiently than the prod- 
uct he is now using, and you create 
a customer. 

Put these product demonstrations 
subtly into somebody else’s product 
demonstration and you can _ under- 
stand why Behr-Manning Corp., di- 
vision of Norton Co., Troy, N. Y.., 
had a potent promotional medium in 
its Woodworking Sanding Machin- 
ery Show. 

Behr-Manning produces coated 
abrasives (sand paper) and proves 
the superiority of its product best in 
demonstration. However, coated 
abrasives perform only as well as the 
machinery that uses them. To make 
its sand paper do a more efficient job 
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in the wordworking industry, Behr- 
Manning had to show how new sand- 
ing machinery cuts time and costs for 
wood-products manufacturers. 

An industrial show for furniture 
manufacturers appeared to be the 
ideal medium for Behr-Manning—a 
show right in the heart of the furni- 
ture manufacturing industry. How to 
produce and operate an industrial 
show at minimum expense, gain full 
promotion for your product, be of 
genuine service to your customers and 
prospects, cooperate generously with 
machinery manufacturers who could 
use your product as original equip- 
ment, is a story of the new twist in 
company shows. 

Behr-Manning staged a show, not 
of its coated abrasives, but a show 
for the sanding machinery manufac- 
turers. The show was produced to 


demonstrate to the woodworking in- 
dustry how new machinery — using 
Behr-Manning coated abrasives, of 
course—could do a more efficient job. 

To buy sanding machinery and put 
personnel on demonstrations, Behr- 
Manning would have had a basic— 
and. costly—company show. But this 
approach requires that personnel be 
trained for machinery demonstrations 
and that expensive’ machines be pur- 
chased for just a few days’ use. A 
better method is the new company 
show technique that invites ‘“‘outside” 
companies to exhibit to the sponsors’ 
customers who are prospects for the 
“outside” companies. 

What Behr-Manning did was set 
aside a large area in its High Point, 
N. C., warehouse for exhibits. Its 
warehouse is in the center of the 
wood furniture industry. It invited 
sanding machinery manufacturers to 
exhibit at no charge; to bring in ma- 
chinery and sell it right in Behr- 
\Manning’s warehouse. 

In response to Behr-Manning’s in- 
vitation, 25 pieces of machinery were 
shipped to the show and personnel 
came in to demonstrate and sell. Each 


5h 


A MEETING OF THE MINDS... 


Conventions are always on our minds. . . and the convention 
members who’ve been coming here for as long as 17 years 

(like Connecticut Mutual) keep us in mind, too. We're easy to 
remember because everyone here, from the manager to the doorman, 
is a past-master at making conventioners feel at home. . . 

and the spacious buildings and grounds are specifically geared 

for large, happy crowds. There are a few open dates remaining for 
the "53-54 season, and we’ve many reservations already for the two 
succeeding seasons . . . so dictate that letter of inquiry now. 


f AIR-CONDITIONED, SOUND-EQUIPPED MEETING ROOMS for 25 to 1200 + 
WORLD-FAMOUS FOOD, AMERICAN PLAN RATE * ENTERTAINMENT * PROGRAM FOR LADIES - 
AMPLE EXHIBIT SPACE * Olympic Swimming POOL * 1000 FT. OF OCEAN BEACH + 
4 TENNIS COURTS « 18 Hole GOLF COURSE « COCKTAIL LOUNGES 


When great minds meet, they do it at the... 


= Hullo Buck til 


time to discuss HOLLYWOOD BY THE SEA IN FLORIDA 
your plans 


J .W. Tyler, Sales Mgr. N. Y. Office: 400 Madison Ave. 


CONVENTION TODAY 


“Here it is! Told you SHERATON never missed a trick on conventions! ” 


We haven’t seen a check list as long as this in Hi RAI ON 
some time ... but you can bet it wouldn’t faze us 
if we did. The Proudest Name in 


a 
For the Sheraton Hotels in 20 United States and eS HOTELS 


Canadian cities have the experience, the staff, the ts IN THE U.S. A. 
Ventre sate 


facilities, and the convention ‘“‘know-how”’ to make 2 4 


ago 


heater Pittsfield 


IN CANADA 


n-Mt. Royal, The Laurentien 


Bostor 
Pr 
four agenda go like clockwork New York 
every item on your agenda go like Clockwork. ae teeiy 
Buffa 


WANT TO KNOW MORE? Then send for our free booklet, Mont 
“Facilities Offered by Sheraton Hotels."’ Write: Sales Dept., 
Sheraton Corp. of America, 470 Atlantic Ave., Boston 10, Mass. 


piece of machinery used Behr-Man- 
ning coated abrasives and clearly 
demonstrated how the abrasives per- 
form with new, efficient machinery. 


Behr-Manning sent out invitations 
to supervisory people in woodwork- 
ing plants in its Southern territory 
to attend the first mechanized sand- 
ing show. Its salesmen called on cus- 
tomers and prospects to stimulate 
interest and attendance at the show. 
A two-color, die-cut mailing piece 
listed the new machinery to be seen 
and included tickets. Mailings and 
personal calls brought out more than 
61% of those invited to the show. 
Over 400 vitally interested wood- 
working executives and supervisors 
attended during the three-day exhibit. 

Displays, previously used for Behr- 
Manning trade show participation, 
were sent down from Troy to deco- 
rate the show area. Photographs, tak- 
en at local woodworking plants, were 
incorporated into these displays. 

Kickoff for the show was a special 
meeting for editors of publications in 
the woodworking and furniture man- 
ufacturing fields. John O. Amstuz, 
Behr-Manning vice-president, demon- 
strated to the editors how sand paper 
is made. He showed the old methods 
of sprinkling sand on a glue-coated 
paper and the new electrocoating 
method which makes sand paper that 
lasts 50 times longer. With the aid of 
a portable transformer that created 
70,000 volts of current, he made eélec- 
trocoated abrasives for the assembled 
editors. 

He explained that back in 1929, 
sand paper sales in this country were 
$20 million and everyone in the in- 
dustry thought a saturation point had 
been reached. In 1952, $100 millions’ 
worth of sand paper was consumed 
and nobody talks about saturation. 
With better machinery, like those ex- 
hibited at the show, more jobs can be 
done—and better—and consumption 
of coated abrasives should continue to 
increase. While do-it-yourself trends 
increase sand paper sales, over 70% 
of coated abrasive sales are made to 
industry where Behr-Manning puts 
major emphasis. 

Following the meeting, editors 
were driven to the warehouse to get 
an advanced look at the Behr-Man- 
ning show. Machinery was put into 
operation and personnel from exhibit- 
ing companies explained the advan- 
tages of their equipment. 

Next day, the show opened official- 
ly. Many of the furniture company 
officials who came to view the new 
equipment returned to their plants 
and sent back the men who operate 
their machines to appraise the ma- 
chinery on display. Furniture plant 
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employes came in relays to learn how 
their operations may be improved. 
Senior class in wood technology at 
North Carolina State College sent 
representatives to the show to report 
back on new developments in an in- 
dustry that has been slower than most 
to improve plant equipment since 
World War II. 

Visitors to the show indicated their 
interest in the new machinery by buy- 
ing. Nine draw sanders were sold on 
opening day of the show. At least 
$75,000 worth of machinery was sold 
during the three-day exhibit. Two 
manufacturers were so impressed with 
the representatives from North Caro- 
lina State College that they donated 
$5,800 worth of equipment to the 
school for training purposes. 

Some machinery manufacturers 
stayed out of the show because they 
did not feel that the expense of send- 
ing machinery and personnel to High 
Point, N. C., would be warranted by 
expected results. By the time the 
show closed they changed their minds 
and are now asking for permission to 
participate in subsequent shows. 

Because machinery company per- 
sonnel gave “‘selling’’ demonstrations, 
they imparted more information than 
anyone else could about the equip- 
ment. It beat anything Behr-Man- 
ning might have done with its per- 
sonnel and gave visitors complete 
facts on new developments in the 
field. 

Behr-Manning sales personnel was 
on hand to provide information on its 
coated abrasives but the company 
remained in the background as far as 
demonstrations were concerned. No 
efforts were made to sell its product 
while machinery personnel ran 
through its kit of demonstration tech- 
niques. 

Results of the show for Behr-Man- 
ning are indirect but not insignificant. 


For Consumer Products 


(Continued from page 50) 


vertising, often was in attendance at 
the booth. 

Some of the* national companies 
that participated in the Merchandis- 
ing Fair were: Armstrong Cork Co., 
Burroughs Corp., The Coca-Cola 
Co., Frigidaire, H. J. Heinz Co., 
The Kawneer Co., Libbey Glass Co., 
Minnesota Mining & Manufacturing 
Co., Monroe Calculating Machine 
Co., Inc., Moore Business Forms, 
Inc., The National Cash Register 
Co., Swivelier Co., Inc., York Corp., 
and W. A. Taylor & Co. Licensed 


Beverage Industries, Inc., also main- 
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Because it provided a service to its 
custcmers and prospects in present- 
ing new sanding techniques, it expects 
to capitalize later on this goodwill. 
Machinery manufacturers who par- 
ticipated are grateful to Behr-Man- 
ning for the opportunity to expose 
their products to prospects without 
cost. Goodwill of machinery people is 
invaluable because they can recom- 
mend Behr-Manning coated abrasives 
for their equipment. 

Behr-Manning’s show hit several 
levels: top executives, supervisors, 
factory people and college students. 
All these either buy and recommend 
purchases of abrasives or will in the 
future. This means the show will 
have selling impact for years to come. 

Best indication of Behr-Manning’s 
success are the plans now being laid 
for a show next year which will be 
larger. While this show might be- 
come a regular annual event and con- 
tinue to grow, costs will not. The 
number of exhibitors does not affect 
costs. Exhibitors pay to move equip- 
ment in and out of the show. All 
Behr-Manning must do is clear space 
in its warehouse and publicize the 
event. Whether it has 10 or 50 ex- 
hibitors. publicity remains a_ fairly 
constant cost. 

Press coverage of this first show 
has been considerable because Behr- 
Manning flew key editors down to 
High Point to see the show and 
attend the special press conference. 
A press kit—containing photographs 
of all equipment on display and press 
releases on each—was given to each 
editor. The kits were stiff-paper fold- 
ers, printed with simulated wood 
grain and individually imprinted with 
the name of each editor’s publication. 
Harry W. Smith, Inc., New York 
City, Behr-Manning’s publicity agen- 
cy, handled press relations. 


tained a booth at the show. 
“Outside” exhibitors were not 
charged for participation in the fairs 
and Hiram Walker bore all expenses 
involved in exhibit hall rentals, light- 
ing, exhibit backgrounds and other 
costs. All exhibitors were provided 
with a cloth drape and aluminum 
pipe background. Size of exhibit 
space ranged from eight feet by eight 
feet to 12 feet by 12 feet. Exhibitors 
were encouraged to provide special 
display backgrounds and many did. 
Majority of exhibitors were in- 
vited through their home offices to 


THE AMERICAN TRAVEL SERIES’ 
TRAVEL GUIDES 


The best good will builders of 
their kind because they create 
LASTING good impressions at 
amazingly LOW COST. Ideal for 
conventions, sales meetings, in- 
dustrial shows and public rela- 
tions use, as proved by firms 
and organizations in practically 
every field. For example: 
ELI LILLY COMPANY — Many 
thousands of “private edition” 
copies with special covers, for 
registrants at medical meetings and 
conventions. @ NATIONAL IN- 
STITUTE OF DRYCLEANING 
1,750 copies for next convention. 
@ UNION TRUST COMPANY— 
For delegates attending the Amer- 
ican Bankers Ass'n. convention. 
e PAN AMERICAN AIRLINES 
—For overseas agents for travel 
guidance of U.S.A. bound pas- 
sengers. © GENERAL MOTORS 
ACCEPTANCE CORPORATION 
and OVERSEAS DIVISION—For 
distribution to out-of-town visitors 
and dealers attending new-car 
model show. @ HERTZ DRIV- 
UR-SELF-AGENCY — 4,200 copies 
of the Florida Guide for patrons 
to encourage longer trips with 
rented cars. © SOCONY VACUUM 
OIL COMPANY—For agents and 
representatives visiting the New 
York office. 0 C & O RAILWAY 
Several hundred copies sent with 
special letter to members of the 
National Ass’n. of Travel Organiza- 
tions. @ S. S. STEINER & COM- 
PANY—500 copies, with special 
letter, to National Brewers’ Con- 
vention delegates. 
These beautifully illustrated LUXURY 
EDITION GUIDES (8%” x 11” format 
and more than 100 pages) are written 
by U.S.A. travel authority, Andrew Hep- 
burn and offer the most complete and 


practical information available to visi- 
tors of the following areas: 


WASHINGTON, D.C, 

(Maryland & Virginia) 
CALIFORNIA © NEW ENGLAND 
FLORIDA © NEW YORK CITY 
(Guides to other popular convention 
areas now in preparation) 

PRIVATE EDITION FEATURE: 
Copies contain no advertising, 
but your sales or promotional 
message can be inserted or im- 
printed on the covers. 

Copies for convention use are 
sold on an EXCLUSIVE basis 
to only one firm or organization 
for each convention. 


Send Coupon for full 
information 


TRAVEL ENTERPRISES, INC. , 
257 Fourth Avenue @ New York 10, N.Y. 


' [) Send me complete FREE details 
about The American Travel Series’ 
Guides. 


[] Send me an inspection copy which I 
will return if I am not interested 


Name 


Quantity being considered 


If for convention use, please state: 
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HIGHLY 
SUCCESSFUL 
MEETINGS 


hiqh point inn 


IN THE PICTURESQUE 
POCONO MOUNTAINS 


@ All rooms with private bath and ‘phone 
@ Accommodations for 150 people 
© Large variety of modern meeting rooms 
@ Unexcelled Pennsylvania Dutch Food 
© 16mm sound movie projector and screen 
@ Public address system 
@ Panels and blackboards 
@ Raised speakers platform with rostrum 
@ 2” x 2” and 35mm kodachrome 

slide projectors 
® Easily accessible by car, 

bus, rail or air... 

only 100 miles from New York City 


RECREATIONAL FACILITIES 


golf, 9 & 18 hole courses 
deck tennis 
swimming pool 
badminton 
shuffleboard 
horseback riding 
archery 
billiards 
sun bathing 
croquet 
table tennis 
horseshoes 
mountain hiking 
indoor games 
putting green 
outdoor barbecues 


For full information and brochure, write: 


Chas. m Geissinger, Managing-Owner 


Pocono 50, 
Pennsylvania 


participate on a national basis. A 
few exhibitors, such as local linen 
supply companies and florists, were 
invited by a local Hiram Walker rep- 
resentative. Local representatives 
were provided with a list of desired 
exhibits and secured the best local 
representation in their cities. 

Exhibits at the fair included store 
fronts, floor coverings, bar, restau- 
rant and package store fixtures, busi- 
ness machines, lighting supplies, gift 
packaging and wrapping, floral ar- 
rangements, food supplies, coin oper- 
ated vending machines, glassware, 
ice-making machines, bookkeeping 
services and printing supplies. 

One of Hiram Walker’s booths 
showed a model package store dis- 
play, utilizing the best merchandising 
techniques. A model bar with mixed 
drink demonstrations was contained 
in another booth. 


Holiday Calendar 


A “holiday merchandising calen- 
dar” was prominently displayed at 
each show. This calendar, based on a 
nationwide survey of successful liquor 
retailers, indicated the 20 most im- 
portant things a retailer can do to 
promote his sales during the holiday 
buying period. 

Merchandising Fairs ran from one 
to three days, depending on the size 
of the city. Many were preceded by 
the regular Hiram Walker Fall 
Meeting with distributors and their 
personnel. These meetings were held 
in the Merchandising Fair setting and 
built almost entirely around the show. 

Because roughly 40% of package 
store liquor business is done during 
the last three months of the year, 
Hiram Walker had comparatively 
little time to plan and prepare ex- 
hibits before the show went on the 
road in time for holiday merchandis- 
ing. Dozens of details had to be 
worked out before a thought could be 
given to actual displays. Sites had to 
be selected, exhibitors lined up, ad- 
vance promotion developed, activities 
of distributors outlined and coordi- 
nated, personnel scheduled, and a host 
of other matters had to be planned. 

To create four nearly identical 
traveling shows, Hiram Walker or- 
dered 64 pre-fabricated displays from 
Capex Co., Inc., Evanston, Ill. The 
corrugated cardboard exhibits were 
light to ship—total shipping weight, 
3,810 Ibs. They had to be produced 
in three weeks in order to make 
the tight show schedule. One set 
of displays began its tour through- 
out the Midwest in Kansas City. An- 
other opened in San Francisco for a 
swing around the West Coast. East- 
ern cities were led off with a show 
in Boston while Houston was the 


TIE sales effort 
together with 


se Athletic teams . . . or 
bats SICTIA SALES TEAMS ... score 
a on collective effort! 
Worn by EVERYONE at 
your campaign kick-off, 
with your trademark, 
product, or slogan col- 
orfully reproduced, Ad- 
ver-TIES will unify your 

sales team! 


Decorated with a specific cam- 
paign motif, or with your slo- 
gan or product, for repeat 
wear, this HAND MADE neck- 
wear... will fire up your sales 
meetings! Designed for you... 
dignified or flamboyant . . . 
Buy Adver-TIES in any quantity 
. one unit or a million! 
K Write TODAY for details. Furnish 
od ples and esti d quantity. 


AMERICAN 
NECKWEAR MFG. CO. 
pepr. SM 
320 S. FRANKLIN ST. 
CHICAGO 6, ILLINOIS 


TRADE mage 


Magee...Sylvania 
Steinway...Broil-Quik 


These companies had some 
tough meeting problems. 


They 


solved by a staff thoroughly 


were successfully 
experienced in all phases of 
salesmanship, merchandis- 
ing and sales management. 
A staff well equipped to give 
you service in a_ personal 
vein. 

When you are making plans for 


your next sales, dealer or dis- 
tributor meeting call on — 


HOUSE OF SHOWS 


5 East 73rd Street, New York, N. Y. 
WALTER PICK . FRED PULLEN 
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opening site for the Southern area. 
On some dates as many as three 
shows were held simultaneously in 
different sections of the country. 
Often just two days lapsed between 
a show closing and opening in the 
next city. 

Because of the simplicity of erect- 
ing the pre-fab displays, distributor 
personnel in each city could set up 
the show with written directions. 
Each display had its own light-weight 
shipping case. Special cases contained 
a Tel-A-Story automatic slide pro- 
jector and electrically operated charts 
that were used in the distillery-process 
exhibit. 

Displays and equipment for each 
of the four tours were packed into a 
large trailer van. In addition, special 
exhibit backgrounds for some of the 
“outside” exhibitors was transported 
with the Hiram Walker equipment. 
Each exhibitor paid a pro-rata share 
of the transportation costs where his 
display moved with the Hiram Walk- 
er exhibits. ' 

Publicity programs in trade publi- 
cations and local newspapers were 
started four months in advance of 
the show in each city. Special trade 
advertisements, inviting retailers to 
the fair, were run by Hiram Walker 
and its distributors. Many exhibitors 
ran special ads in the same publica- 
tions to encourage retailers to visit 
their booths. 

Hiram Walker distributors acted 
as co-sponsors for shows in. their 
areas. They bore the cost of invita- 
tion promotion to retailers. In addi- 
tion to a formal invitation, invoice 
stamps, postage meter stamps, post 
card mailings and specially prepared 
letters were used to promote attend- 
ance. 

While the fair was created to stim- 
ulate liquor sales, no liquor was 
served. Retailers were told in ad- 
vance that the show was strictly busi- 
ness and not an entertainment pro- 
gram. Refreshments served at the 
shows ranged from coffee and dough- 
nuts to elaborate buffets. Food func- 
tions were the prerogative of the dis- 
tributors. In most cases refreshments 
were not served in the exhibit hall but 
rather in a hospitality room adjacent 
to it. 

Hiram Walker made no effort to 
sell its products to retailers at the 
fairs. Its sole aim was to expose them 
to better merchandising techniques. 
However, “outside” exhibitors were 
encouraged to sell their equipment 
and services, and they did. 

Confidential questionnaires to ex- 
hibitors brought forth this kind of 
response : 

“In addition to many orders taken 
on the floor, we counted 207 good 
leads of which 30 have been con- 
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pent” ~— EXHIBITORS AND 
AOS ISPLAY MANUFACTURERS 


TRADE SHOW & CONVENTION DISPLAYS INSTALLED IN YOUR BOOTH 


CIARNOWSK! [Draplay Gerace me 


The only exclusive INSTALLATION service in CHICAGO devoted entirely to the 
INSTALLATION, SERVICING, DISMANTLING and STORAGE of pre- 


icated displ — — 
eee aie @ checks your shipment for arrival on convention floor. 


@orefully unpacks your display. 


@properly erects your display according to plans, specifica- 
tions or instructions. 


@<leons display and booth space thoroughly. 
@ supplies any last-minute requirements or changes neces- 
sary to complete the exhibit. 
@ services mechanical units needing attention during the 
show. 
@corefully dismantles and repacks display in original 
cases and crates. 
makes necessary shipping arrangements and ships 
material according to instructions. 
will store your display in Chicago for future use 
or shipment. 
evil save you time. 
will save you money. 
will save you worry. 
. will give you competent service 


1433 N. DAYTON ST. 
CHICAGO 22, ILL. 


$" 


. 


“cree The Ideal Place for Meetings, 
Wy Conferences and Forums 


3 Hours from New York 


High in the scenic Poconos in a restful atmosphere. Only three hours 
from New York by car or train (on Lackawanna Main Line). 
Accommodations for 400 persons under one roof. Additional 
rooms nearby. Auditorium seating 1000. Plenty of small committee 
rooms, reference library, spacious lob- 
bies and porches, heated garage, trans- \ 
portation from station. Exceptional yyy; 
facilities for seasonal sports. aX 
Space generally available until mid- 
June. Reservations are now being recorded 
for 1954, 1955 and 1956. 


For particulars write Clifford R. Gillam, 
General Manager 


tacted to date. Of these, 16 placed 
orders,” says a spokesman for a gift 
ribbon concern that participated in 
Come To The New York City show. 


NCA “We signed up several retailers for 
CASABLA our service at the fair and since then, 
by following leads obtained at the 
Greatest fair, we have secured additional busi- 
Convention Value ness,’ reports a sales promotion serv- 

e ice after the Chicago fair. 
in In Kansas City, an ice cube ma- 
MI chine company reports the sale of 10 
MIA machines to prospects obtained at the 
BEACH fair; a soft drink concern opened six 
new accounts and secured 15 good 

COMPLETE prospects. 


Convention Facilities 
Pleased with Results 


Experienced Convention & Publicity Staff Hiram Walker is pleased with the 


excellent sales results exhibitors had 


AIR CONDITIONED THROUGHOUT at its shows. It means the shows per- 


300 Luxuriously Appointed Rooms, Suites & Penthouses. formed a valuable Service CO its Cus- 
Several Conference Rooms seating from 20 to 600 persons. tomers. And. while Hiram Walker 
Superb Banquet Facilities serving the Best in Cuisine. did not sell anything but ideas, it sold 
Dining Room @ Coffee Shop @ Cocktail Lounge. its ideas successfully. Innumerable 
Club Morocco featuring Dancing & Entertainment Nightly. instances came to light immediately 
Magnificent Cabana Club & Olympic Swimming Pool. after the shows where retailers 


Combine a Wonderful Vacation With Your Convention adopted merchandising procedures 
‘ demonstrated at the fairs. After the 


Tas fairs, a sales rise was noted in its 
Jack Parker, products, too, particularly the so- 
Managing Dir. called specialty items whose merchan- 
ON THE OCEAN AT 63rd STREET, MIAMI BEACH dising and sales possibilities were not 
previously known to many of the 
retailers. 
The show tours attracted a ote 
ene attendance of 80,000. After initia 
BCO7 CRAPHICALLY exposure to this audience, most ex- 
+ 4 hibitors asked for space in next year’s 
speaking of fairs and are planning more elaborate 


SALES displays. 
MEETINGS 


al A complete follow-up program was 

: BROAD STREET developed by Hiram Walker. Imme- 
There’s not a better place for the meetings diately after each fair, distributor 
of your sales organization than where salesmen personally delivered a “Re- 
Broad Street meets Walnut—at the tailer Merchandising Guide” to each 
Bellovec. of their customers. The guide, said 
to be first ever published in the liquor 
industry, covers all phases of liquor 
retailing and merchandising. Hiram 
Walker and its distributors followed 
up their advertisements to attract 
show attendance with ads in trade 
publications to thank retailers for 
attending. 

Every part of the Merchandising 
Meeting rooms are available for groups of Fair program worked like clockwork 
any size... from 10 to 1000... Out-of- and success was scored all along the 
town visitors to your gathering will enjoy THE Méevite- line. Because of the wise selection of 
exhibitors, each show was a well- 


the Bellevue’s superb accommodations 
and service. bub . rounded unit that exposed retailers to 
/ 7 “A the more efficient methods and equip- 


Talk it over with Miss Adele Downey— : : 
Call PE 5-0700 : reel ment for doing business. It proved 
2 : BROAD & WALNUT STREETS conclusively for Hiram Walker how 
Bennett E. Tousley PHILADELPHIA 2, PA. valuable “outside” exhibitors can be 
Vice President and General Manager to a company show. The End 


Follow-Up 


WALNUT STREET 


There’s transportation convenience for 
getting there... and personal convenience 
when you arrive... greater than ever 
since our program of modernization has 
made the Bellevue a place with the 
finest in modern facilities and accommo- 
dations... and the finest in old-time 
hospitality and service. 


SM/JANUARY |, 1954 


Good food is important, but make sure you . . . 


Keep ‘Em Awake with 


Better-Planned Meals 


Here's how to give your group the pleasures of the table 
without putting it asleep on rich foods. Luncheons need 


not be diet-type to make afternoon sessions fast moving. | 


BY BARBARA ZUGATES « Director 


Sheraton Hotels Food Research Department 


Everyone knows that good food is 
a vital factor in the success of a 
meeting. What makes a desirable 
menu and why particular menus are 
suggested for meetings are directly 
affected by many things. 

A hotel’s facilities, such as its phy- 
sical layout (proximity of dining area 
to kitchen) and equipment determine, 
to a large extent, the menu plan. Ease 
and speed in preparation and service 
must be considered as well as the size 
and type of function that is to be 
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served. 

In planning meals for a sales con- 
vention group, you must bear in mind 
that a business session follows lunch- 
eon and that men must be alert and 
on their toes, mentally. The meal 
should be appetizing and satisfying 
without giving the guests a stuffed 
feeling and a tendency to drowse in 
the middle of the afternoon. 

Our research kitchens are becom- 
ing increasingly aware of the number 


of diet-conscious men and women in | 


WHICH WAY 
ARE YOU 
GOING TO DO IT? 


Sales Meetings can be hard 
work or they can be easy. They 
can take hours of preparation, 
or be wrapped up easily. They 
can be just talk, or interesting 
and result-producing. 

Which way are you going to 
do it? 


Why not do it the easy way? 


The way that relieves you of 
many hours of preparation. The 
modern way that is being used 
by many major companies. 


Hold your next sales meeting 
the AGGRESSIVE SELLING way 
. .. An outstanding sound slide 
program covering: 


@ “CREATIVE, SELLING” 
@ “THE ATTITUDE THAT 
GETS BUSINESS” 

@ “WHA’ DO YOU 
SELL?” 
“BY-PASSING SALES 
RESISTANCE” 
“ARE PROSPECTS 
DIFFERENT?” 
“PRIDE IN PRICE” 

@ “CLOSE ISN’T 
CLOSED” 

@ “HUMAN RELATIONS 
IN SELLING” 


You may obtain a preview 
without obligation. 


Write Dept. F for details. 


WESTEN - WILCOX 
6108 Santa Monica Bivd. 
Los Angeles 38, Calif. 


FILM 


REPORT 


CWO Oo 


Four recent motion pictures 
have set distinguished records of 
achievement for their sponsors. 

Each was designed by Owen 
Murphy Productions to solve 
specific problems in public rela- 
tions, consumer education or 
employee training. 


Have you seen them? 


(1) 
“COMMUNICATIONS FOR 
CIVIL DEFENSE” 
for the American Telephone and 

Telegraph Company 
. it has been adopted as ‘the 
word’ on Civil Defense Commu- 
nications by hundreds of official 
groups in the U.S. and Canada. 
. Whatever the film cost, it is 
worth a million.” 


(2) 

“GREEN PROMISE” 
for the New Holland Machine 
Company 

. met with instant and tre- 
mendous acceptance—this film 
will have more impact on agri- 
cultural America than any agri- 
cultural film yet produced.” 


(3) 
“NOT ENOUGH TIME” 


(4) 
“YOU CAN DO IT TOO” 


for the Firestone Tire and 
Rubber Company 


“ 


the best two pictures we 
have ever produced . . . our sales 


today’s push-button and high-stand- 
ard-of-living age. As we approach 
middle age, our metabolic processes 
slow down and we do less strenuous 
work, which means our calorie intake 
should be reduced. It happens, how- 
ever, at about this time, we may do 
more entertaining and, since our sup- 
ply of high foodstuffs seems un- 
limited, it’s small wonder that so 
many of us find it difficult to keep a 
trim waistline. 

Yet, it is possible for your meeting 
group to enjoy the pleasures of the 
table, to eat choice foods and not be- 
come drowsy—or overweight—if we 
choose meals with some discretion. 

I am not suggesting that your 
group should have a diet-type lunch- 
eon inflicted on it. I’d rather place 
emphasis on the use of few high-cal- 
orie foods, such as starches and sugars, 
fried foods and rich sauces and 
gravies. 

To start with, a choice of a clear 
soup, a tangy tomato bouillion or 
onion soup will stimulate your appe- 
tite without adding extra calories. 
Soups to be avoided are the cream, 
bisque and puree type. Fresh fruit, 
instead of soup, could be served in 
some form: grilled half grapefruit, 
melon in season, a spiced fruit juice 
with sherbert or the ever-popular cit- 
rus fruit cocktail. For a summer 
luucheon, a small fruit salad, nicely 
arranged and served with a minimum 
of dressing, would make a refreshing 
appetizer. 

In selecting an entree, you have 
fairly wide latitude, providing you do 
not order Chicken a la King, Lobster 
Newburg or those casserole dishes 
that are prepared with a sauce. 
Broiled or baked fish, roast beef, 
tenderloin, roast beef au natural and 


Baby Lima Beans 
Celery — 


Radish Roses — 
Cherries Jubilee 
Coffee 


broiled lamb chops are excellent en- . 
trees and they can be eaten without 
gravies. 

To compensate for lack of. rich 
sauces and gravies, we must serve ap- 
petizing vegetables, which should be 
prepared to retain all their flavor, 
vitamin and mineral content by cook- 
ing small amounts in as little water 
as possible. Some vegetable combina- 
tions to be served with the entree 
could be: 

1. Grilled Tomato and New Peas 

2. Baked Hubbard Squash and 

Julienne Snap Beans 
Baby Carrots and Garden Spin- 
ach 

. Fresh Broccoli and 
Corn 
Broiled Tomato and Baby Lima 
Beans 

We should omit potatoes, rice, mac- 
aroni and spaghetti because it is easier 
for most people to omit a hot starchy 
garniture rather than a slice of bread 
or roll. 

A tossed green salad could be 
served in addition to the vegetables, 
above, or in place of one of them. 
Salads of the molded variety, where 
a combination of fruits and vege- 
tables are used, make attractive garni- 
tures. 

For dessert, since we can’t even 
think of cakes and pies, we shall sug- 
gest that all-time favorite, ice cream 
or a combination of ice cream or sher- 
bet (bombe). Just don’t serve a rich 
sauce over it. Fruit or berries with a 
small amount of sugar makes an ex- 
cellent sauce—Cherries Jubilee, for 
instance. Individual servings of 
cheese, such as Camembert, Roque- 
fort, Swiss Gruyere or Belpaese with 
an apple or ripe pear, can give a 
luncheon a fine flourisk. 


Mexican 


MENUS 


French Onion Soup 
Roast Beef Tenderloin Au Jus 


— Stuffed Mushroom; 
Grilled Tomato 
Carrot Sticks 


Grapefruit Creme de Menthe 


Broiled Half Chicken 
Fresh Broccoli — Mexican Corn 
Crisp Garden Greens — Roqueforte Dressing 
Bombe Marie Louise 


Coffee 


Jellie Madrilene 
Lamb Chop Mixed Grill 
Green Peas 
Spring Salad a French Dressing 
Roqueforte Cheese — Ripe Pear 
Coffee 


Cr aw WV 


PRODUCTIONS, INCORPORATED 


Distinguished Motion Pictures 
For Industry And Television 
723 SEVENTH AVENUE, NEW YORK 19,N. Y, 


5 
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Who Is He? 


He is Mr. Average Visitor at 
a trade or industrial show. 
He's around 40, a company 
executive, and usually comes 
to a show to find answers to 
a problem. Here he is being 
interviewed by a John T. 
Fosdick Associates researcher, 
as were visitors to over 20 
shows to develop statistics on 
Mr. Average Visitor. 


Here Is the Man You Have to Sell at a Show 


He exercises important influence over the purchases of 
materials, equipment or supplies used by his company. He 
usually attends three of the last five shows in his field, and 
frequently attends with one or more co.npany associates. 


BY JOHN T. FOSDICK e Research Editor 


“What justifies the great expense 
of business and industrial expositions ? 

“Industry the world over spends 
uncountable millions each year to 
show its products. Trade shows play 
a limited engagement—seldom more 
than a week—and they play to a 
necessarily limited audience. Dis- 
plays are frequently heavy—tons of 
machinery shown in actual operation. 
They are difficult to move, expensive 
to set up. 

“The simple factor that justifies all 
the trouble and expense of expositions 
is the kind of people who attend. In- 
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dustry knows that people who attend 
trade shows are actively interested in 
what’s new in the field—the kind of 
people who can requisition and buy.” 

Thus Time, “The Weekly News- 
magazine,” explains why it chooses 
expositions and trade shows to con- 
duct readership and other market 
surveys among important executives 
and technical men. So, too, do other 
leading business firms and publishers 
turn to the trade show audience when 
they want to survey leaders in their 
respective fields, 


Every company that exhibits 


should be interested in Mr. Typical 
Show Visitor. Just what type of per- 
son regularly attends these shows? 
How old is he (or she) ? What pro- 
portion are top management people; 
what proportion are technical or pro- 
fessional men? 


How He Was Found 


To secure the answers to these and 
other questions about show visitors, 
we have gone through our files and 
worked out averages covering nearly 
two dozen shows of all types and in 
all fields. To facilitate comparison, 
we have further grouped these into 
industrial expositions, dealer shows, 
and convention and shows of profes- 
sional groups. 

The “average” visitor to a show is 
a company officer, director or member 
of the supervisory or department 
managerial team. He is around 40 
years of age, and important as a buy- 
ing or specifying factor in his com- 
pany’s operations. The following 
tables show the averages derived from 
these studies. 
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Planning a 
Meeting? 


If you've been handed the Job 
of planning a sales convention, 
company dinner... or even a card 
party ... don’t panic! Relax. Take 
the problem to your Western Hotels 
Catering Manager. He is an ex- 
pert whose specialty is ironing out 
the kinks, wrinkles and annoying 
details associated with such 
gatherings. 

He will advise you on menus, 
seating arrangements, suggest 
those clever, important touches 
that turn a mee ting into a special 
event! He takes care of extra 
tables, light cords, ash trays and 
invitations. Even weddings do not 
unnerve hin—he will supply the 
cake, the flowers . . . and the 
minister! 

Trained for catering, he plans 
hundreds of such functions yearly. 
He knows the pitfalls and how to 
avoid them . . . what corners to 
cut if you have a tight budget. 
He'll help make your meetings 
more successful . . . a credit to 
your firm .. . and to you! 


>) 


WESTERN HOTELS 


S. W. Tuurston, President 


Executive Offices: New Washington 
llotel, Seattle or 160 Central Park 
South, New York City 


LOS ANGELES, Mayfair 
SAN FRANCISCO, Sir Francis Drake 
Maurwe 
SEATTLE, New Washington 
Benjamin Franklin 
Roosevelt, Mayflower 
PORTLAND, Multnomah, Benson 
SALY LAKE CITY, Newhouse 
DENVER, Cosmopoliuan 
VANCOUVER, B. C., Georgia 
TACOMA, WF inthrup 
WENATCHEE, Cascadian 
BELLINGHAM, Leopold 
WALLA WALLA, Marcus Whitman 
BOISE, Boise, Owyhee 
POCATELLO, Bannock 
BILLINGS, Northern 
PALM SPRINGS, Hotel The Oasis 


* 
. - = ) 
=SN Fean® per 
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Title or Position of Visitors at Shows 


Industrial Dealer Professional 


Presidents, owners, partners, corporate officers 


and directors 


Managers, supestulondenta, deportmant heads, 


etc. : 
Parchasian egents, “trae 


39% 34%, 


13% 10% 
15% 


Engineers, chemists, professional and sooketeal 


personnel (other than A and B above) 
Sales and advertising personnel 


Office, plant, clerical, production workers 


Miscellaneous (including academic, 


Another way to judge interests and 
job levels of these visitors is revealed 
in similar averages for those who re- 
ported that they personally bought or 
specified the materials, equipment or 
supplies exhibited. At about half of 
the shows studied (where dealers at- 
tended) the question was asked spe- 
cifically of visitors: “Did you partici- 
pate in an actual purchase during the 
show or during the preceding 
months? At other shows the questions 
merely asked visitors if they regularly 
participated personally in buying or 
specifying. The averages reported 
then are probably low because of the 
restrictions placed on the answers of 
the first group. 

Other interesting averages” cover 
the sex and age of the visitors to these 
shows. 

As you would expect, shows and 
expositions draw more attendance 
from the immediate vicinity in which 


4%, 34% 
17% 
1% 4% 


students, 
instructors, consultants, gevernment, etc.) 


1% 


they are held. This is governed of 
course by the size and nature of the 
exposition city. New York and Chi- 
cago shows, on the average, draw 
about two-thirds of their attendance 
from the state in which they are lo- 
cated, while Atlantic City and other 
resort areas which do not have in- 
dustrial populations, draw almost en- 
tirely from more distant points. 
Industrial shows, which usually 
have large industrial or technical 
groups of visitors, draw the majority 
of their attendance from plants and 
business firms in the immediate 50- 
to-100-mile area. Dealer attended 
shows and professional groups are 
more usually held in conjunction with 
annual association or society meet- 
ings and draw more from distant 
points, usually with all 48 states rep- 
resented. In the table (on the next 
page) averages from nearly two dozen 
shows are reported. It gives the pro- 


Proportion of Show Visitors Reporting Personal 
Participation in Company Purchasing 


Visitors to industrial dow . 


69%, 


Visitors to dealer shows (purchases made at show) 59% 


Visitors to professional and technical meetings 


85% 


Sex of Average Visitors at Shows and Expositions 


Male 
Female 


Industrial Dealer Professional 
89%, Not Noted 94%, 
l 1% iy Ld 6% 


Note: only employed visitors were included in the sample, and the respondents in the female 
group, above, were legitimate show visitors and not wives or guests. Office machinery shows were 


included under ‘'Industrial."' 
shows, the 11% female attendance under 
industrial machinery show. 


Because of the high attendances and heavy female registration at these 
“Industrial” is slightly inflated when applied to an 


Average Age (estimated) of Show Visitors 


25 and under 
26-40 years of age 
over 40 years 


Industrial Dealer Professional 
5% 5% 
53% 46%, 
42%, 49%, 
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IT’'S OUR BUSINESS 
TO CATCH THE EYE 
OF THE PASSERBY 


IN PRODUCT PRESENTAN™ 


TRADE SHOW EXHIBITS 
with built-in sales punch 


POINT-OF-SALE 

merchandisers and demonstrators 
TRAINING AIDS 

Flow Charts - Graphs - Schematics 
AUTO-PAKS 

self-contained units—table top to King Size 
INTERIORS 

for office and conference room 


PHOTOMURALS @ TRANSPARENCIES 
ANIMATIONS @ PLASTIC APPLICATIONS 


RAPPAPORT STUDIOS, INC. 


WRITE FOR FREE 
BROCHURE 


DESIGNERS AND BUILDERS OF EXHIBITS AND DISPLAYS 


7500 STANTON AVE. - CLEVELAND 4, OHIO 
Phone EXpress 1-1683 


CONVENTION 
E A CLI i IES? e @ CHECK THE 


JUNG 


HOTEL 


SM/JANUARY 


1200 guest rooms: 12 excellent meeting 
rooms, each with public address system; 
huge Tulane Room accommodates up to 2,000 
persons, features massive service elevator 
and stage; completely air conditioned, 
television and radios, dinner room 
with name orchestras, beautiful cocktail 
lounges, experienced convention staff. 
Color brochure on request 


The South’s Largest and Finest 
Convention Hotel 


AFFILIATED NATIONAL HOTELS 


ALABAMA 
HOTEL ADMIRAL SEMMES Mobile 
HOTEL THOMAS JEFFERSON Birmingham 
DISTRICT OF COLUMBIA 
HOTEL WASHINGTON Washington 
INDIANA 
HOTEL CLAYPOOL 
LOUISIANA 
JUNG HOTEL New Orleans 
HOTEL DESOTO New Orleans 
NEBRASKA 
HOTEL PAXTON 
NEW MEXICO 
HOTEL CLOVIS 
SOUTH CAROLINA 
HOTEL WADE HAMPTON 


TEXAS 
HOTEL STEPHEN F. AUSTIN 


Indianapolis 


Omeho 


ANGELES COURTS 


VIRGINIA 
HOTEL MOUNTAIN LAKE Mountain Loke 
HOTEL MONTICELLO Norfolk 


TELEPHONE 


WASHINGTON—Executive 36481 
MEXICO CITY—10-4800 


Clovis 
Columbia 


NEW YORK—Murray Hill 66990 
CHICAGO—Mohawk 45100 


—________ New Orleans 


Ait filing fytl 


get more 


“SELL” 


in your 


SALES 
MEETINGS 


The Berkeley offers an atmosphere 
conducive to concentration . . . 

a location that guarantees 
maximum attendance . . . service 
that promises efficiency. 


The Berkeley's a quick-trip over 
the Super Highways from both 
New York and Philadelphia and 
offers complete facilities to han- 
dle meetings of 6 to conventions 
of 600. Wonderful social activities 
at the hotel or in the vicinity. All 
dining and meeting rooms and 
many bedrooms air conditioned. 
For full information, write or phone 
Mr. Howard A. Heinsius, Sales Man- 
ager — ASbury Park 2-5000 or WOrth 
2-4018 in New York. 

@ HOTEL 


> BERKELEY- CARTERET 


@ ON THE OCEAN AT ASBURY PARK, N. J. 
.) Only 54 fast miles from New York 


@ CONVENTION ® SALES CONFERENCE ~=~— 

© STAFF MEETING 
UNIQUELY DIFFERENT — Luxury In The invigorar- 
ing Climote of the North Woods of Wisconsin. 


Ski-Tow and Slopes . . . Skating Rink 
Sleigh Rides . 


Instruction and 


. » Hockey and Ice Show 
Equipment Free 


PLUS VALUES — Steam 
Health Baths, Cocktail 
lounges — Private air- 
conditioned Conference 
rooms—lIndoor swimming 
pool — Banquet and 
Cocktail Party Service. 


Chicago office: 20 E. Jack- 
son Blvd. (WEbster 9-7372) 


Show Audience from 


From city in which show held .. 
From state in which show held 


portion of the audience surveyed 
which came from (a) the city in 
which the show was held, and (b) 
from state in which show was held. 

To review the figures on our “av- 
though mythical show visit- 
or: He is an important executive or 
professional man, usually with the 
rank of department head or better 
(many visitors are actually officers or 
owners of a business). He exercises 
important influence over the purchas- 
ing or specifying of materials, equip- 
ment or supplies used by his company. 
He is about 40 (equally divided be- 


erage, 


~ 


HOLLYWoop RO 


Nearby or Local Firms 


Dealer Professional 
14% 21% 
34% 34% 


Industrial 


tween the 26-40 and over 40 groups). 
Other studies indicate that he usually 
attends shows in his field regularly— 
a majority usually report that they 
have attended at least three of the 
last five sessions of the show in ques- 
tion. He frequently comes to the 
show with a problem, and frequently 
is accompanied by one or more asso- 
ciates so that they can function as a 
team. (This is, of course, only true 
in the industrial show field and where 
he represents a medium or larger size 
firm, not a “one man’”’ operation. ) 
The End 


HULL ¢ 
HOTELS ~ 
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BL 
Hollywood, eo 
California’s wy i 


LARGEST 
FINEST 


& 


HOTEL giv’ 


* SWIMMING POOL 
* POOLSIDE VILLAS 
* “ISLANDER” 

* CINEGRILL 

* GARDEN GRILL 


Airportransit Terminal 
Airlines Center 


OSEVELT Hore. 


7000 HOLLYWOOD BOULEVARD, HOLLYWOOD 28, CALIFORNIA 


THOS. E. HULL, President 


Telephone HOllywood 9-2442 


SACRAMENTO 
CALIFORNIA 


‘ 


scheduled when 


L. B. NELSON, General Mgr. 
Teletype LA 547 


Re Hotel £1 Rancho 


To save sales time and insure hotel accommo- 
dations, salesmen should stay away from cities 
when they are crowded with conventions. It's 
easy to schedule salesmen to miss convention 
jams by consulting Sales Meetings Directory of 
Conventions and Trade Shows, It tells what is 


in every city. See page 91 


for more details. 
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Audio- Visuals Clinic 


New audio-visual techniques and products 


to aid convention and meeting planners 


REMOTE CONTROL changes pictures on filmstrip projector in a wink. 


Improvements 


New audio-visual aids to assist 
speakers and meeting planners have 
recently been introduced. They are 
not completely different from prod- 
ucts now on the market, but are im- 
provements or variations of products 
now in use. 

A series of remote-control filmstrip 
projectors which allow complete con- 


trol of presentations from any point 
in the room have been jointly an- 
nounced by DuKane Corp., St. 
Charles, Ill., and The Society for 
Visual Education, Inc., Chicago. 
The “Industrialist,” available in 
500, 750 and 1,000-watt models, in- 
corporates the “Synchrowink” mech- 
anism that advances pictures quicker 
than a wink. The user advances the 
picture by merely pressing a push-but- 
ton on the end of. a 10'%-foot cord 


PORTABLE PA SYSTEM has just been announced by RCA Victor. Operation of the sound 


system is said to be as easy as ihat of a radio set. Everything packs into the speaker case. 
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WE'D RATHER 


not 


CALL ON YOU...! 


Yes, we may actually resist mak- 
ing a sales call at your office— 
in your interest! We’re doing it 
all the time and our prospects 
like it! 


HERE'S THE REASON... 
Through 21 years experience 
we know that anyone who 
touches training, sales promo- 
tion, or idea communication in 
any phase of his job generally 
bases his selection of a service 
organization on the confidence 
that comes from personal in- 
spection of... 


@ staff 
® facilities 
and samples 


On your next trip to Detroit 
why not adjust your timetable 
to visit... 


florez incorporated 
815 bates street 
detroit 26, michigan 


You’ll probably miss your 
plane, train, bus or boat any- 
way—and be happy about it! 


WHY? 

Because people like you get an 
idea—and then another—and 
still another — from conversa- 
tion with a hospitable staff that 
earnestly believes that if you 
are going to hold a meeting— 
of any kind— it will be better if 
you see us first! What’s more. 
so many of the ideas you will 
find with us are yours to use. 


Write today for our de- 


scriptive brochure— 


“Always at Your Service!” 
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complete 


AUDIO- 
VISUAL SERVICE 


MOTION PICTURES + FILM STRIPS 
SLIDE PRESENTATIONS « EASELS 


for TRADE SHOWS 
CONVENTIONS 
SALES MEETINGS 
DEMONSTRATIONS 


CONSULTATION ON 
PROJECTION EQUIP- 
MENT AND STAGING 


Training Films 


>e¢ecege6cegegeeteveevte# 


150 W. 54th St., N.Y.C. * Co 5-3520 


KEY CITIES 
in the SOUTH 


GREAT DINKLER 
HOTELS 


in ATANKLER PLAZA 


tne DI 
ham 


in BiANKLER-TUTWILER 


the 


y Montgomery 
in ze DINKLER- 


on New Orleans 
i 


one $1. CHARLES 


yeRrERSON DAVIS 


For full information address 
Co tion Manager, Dinkler Hotels 
The Dinkler Plaza, Atlanta 1, Georgia 


which may be lengthened by adding 
more 35-foot extensions— 
available as accessory items. Remote- 
control advance completely eliminates 
the need for a projectionist, embar- 
rassing delays, annoying hand signals, 
bells, crickets, lights and other cues. 
Instantaneous—1I/20th of a second 
—picture change does away with the 
annoyance of one picture seemingly 
pushing its predecessor off the screen. 

Both 35mm filmstrips and 2-inch 
by 2-inch slides may be projected. 
Slides are projected manually by 
means of a slide changer, included as 
standard equipment. 

Complete unit is compact and in- 
cludes a carrying case with storage 
space for slide changer, cords, and 
film cans. Largest unit, 1,000- 
watt model, weighs only 31 Ibs. 
Prices for the units range from 
$199.50 to $279.50. 


one or 


Stereo Viewer 


For 3-D viewing, a new stereo 
viewer is now being offered by Gen- 
eral Exhibits and Displays, Inc., Chi- 
cago. The viewer is designed for 
desk, counter or exhibit use and holds 
18 slides with any type of mounting 
—paper, plastic, metal or glass. 


Unit is 11 inches by 12 inches by 
5% inches. It is finished in brown 
leather, is light in weight and is 
equipped with incandescent lights 
(AC or DC) for slide illumination. 

Each slide is brought into viewing 
position by turning a large indexed 
wheel. Index informs salesmen 
which slide is being viewed. Slides 
can be changed easily, lenses have 
adjustable focus, and unit is equipped 
with an off-on electrical switch. 

A single unit is priced at $39.75 
and discounts are given for quantity 
purchases. 


Sales Managers Acclaim! 


ST.PETERSBURG FLORIDA 


Delegates Aqree!! 


Sales meeting executive conference ; 
convention . big or small, you can rest 
assured that your meeting at the Soreno will be 
an outstanding success. Our well-trained con 
vention staff will work with your chairman on 
every detail 


Meeting rooms accommodating 10 to 500 
Superb cuisine—2 dining rooms 
Beautiful ball room 


Cocktail lounge . . . entertainment nightly 


For dates and further details wire 
or write Promotion Manager 


MORE FOR YOUR 
CONVENTION DOLLAR 


Attractive Rates for 
All-Year-Round Dates 


| Full-Time Competent Convention Staff 


MORE CONVENTION SPACE 


Largest Hotel Convention Hall in 
Atlantic City 


Our own Westminster Hall, 1|2 private 
assembly roems seating 50 to 1500; 34,600 
sq. ft. for exhibits, shows, conferences. 
Private entvances, ‘ registration rooms, 
checking rooms. All main floor rooms. 


| MORE CONVENTION FACILITIES 


Sleep 750; Banquet accommodations in 
Westminster Hall 1200, in Wedgewood 
Room 800; P.A. System, stage, motion 
picture booth, fine acoustics. 


ON THE BOARDWALK ATLANTIC CITY 


Larry DeFrances, Dir. of Sales 
ATLANTIC CITY 4-1251 
Air-Conditioned Cocktail Lounge & Grill 
Largest Musical Bar in Atlantic City 
Sun Decks—Ocean Water Baths— 
Unexcelled Cuisine at Moderate Prices 
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SHOW 


<— 50 Yeors of 
Flying Progress 


LD MOBILE 


SIPT 6427 


LITTLE EXTRA HEAT IS NEEDED to turn hot water into steam. Dick Burnell, traffic and 
sales manager, Mobile, holds up kettle for Station Manager Rocky Davis, who calmly 
applies match. Of course, you've got to do it at the right time—now—while there's 
dry ice in the kettle. The stunt was one of many that grew out of Eastern Air Line's 


"now" meeting. 


How a Theme Is Born 


''What are we doing now?" he asked, and Eastern Air Lines 
had a new theme for its meeting and contest. Reflex ac- 


tion gave new spark to informal session of sales managers. 


The best ideas are not always 
planned into a sales meeting. Some- 
times the most potent themes or plans 
are developed spontaneously at infor- 
mal sessions. To capitalize on good 
suggestions, you have to work fast. 

Perhaps nobody seized upon a new 
theme with greater speed and wove 
it into an informal session with more 
dexterity than Eastern Air Lines’ 
W. L. Morrisette, Jr., traffic and 
sales manager, Miami. With almost 
reflex action, he startled a meeting 
of trafic and sales managers with a 
new sales and operational theme that 
was part of an offhand remark made 
just minutes before. 

Eastern’s managers met informally 
in Miami Beach, in November, for a 
two-day session to discuss future sales 
efforts and current shortcomings. It 
was just before the new super-com- 
pound engines on Eastern’s Constel- 
lations were to be put into regular 
service. Because the new engines han- 
dle a greater payload, the sales man- 
agers kicked around ideas to stimu- 
late bigger payloads. 
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Most talk during the informal dis- 
cussions revolved around plans sales 
managers were making for more pro- 
motion. Individuals indicated what 
they would do two or three months 
after the meeting to get the promo- 
tional program going. 

Suddenly, M. M. “Jack” Frost, 
vice-president, traffic and sales, broke 
into the discussion with: ‘That’s 
fine, but what are we going to do 
now? We want more business right 
now. Tomorrow is too late. If we’re 
to do something, we've got to do it 
now.” 

That was it. That was the spark. 
The session then took a luncheon 
break, and Bill Morrisette dashed 
out of the room like the spark had 
settled on his coat tail. 

He was back when the meeting re- 
convened with two recording tapes 
in his pocket. (He had found a disk 
jockey with a few spare minutes and 
the ability to make a fast tape with 
echo-chamber effects. ) 

From there on, Eastern had a new 
kind of meeting. It was still infor- 


FOR SUCCESSFUL 
SALES MEETINGS 


ps Vows 
0. 


Why is the Millard Bennett 
Clinic endorsed by Sales Ex- 


ecutives Clubs all over U. S. 
and Canada? 


Ask anyone who has heard this 
man speak! Ask anyone who has 
attended his Clinic in How To 
Get People To Do What YOU 
Want Them To Do. 


Send for his schedule so you 
can have your salesmen attend 
his clinics sponsored by SEC 
Clubs across the country. 


J 


Available for Sales Meetings 
and Conventions from Dec. | to 
Jan. 15 and June | to October 
. 


BUSINESS ECONOMISTS 


Management & Sales Consultants 
148 East 48th St, N. Y. 17, N. Y. 


Gallmons 


“In The Orange Mountains” 


PLEASANTDALE, NEW JERSEY 


ORange 3-9400 > COrtland 7-4856 


Unmatched Uonvenience for Successful 


CONVENTION 
MEETINGS 


Merely minutes from Manhattan... 
a modern resort hotel, with excellent 
accommodations; Air-conditioned pub- 
lic rooms; all sports and entertainment 
facilities. Many unrivaled advantages 
for business, fraternal and other or- 
ganizations desirous of meeting near 
New York. Capacity 350. Dining room 
that seats 600. We'll be happy to give 
you further information and rates. 


ONLY 15 MILES FROM NEW YORK 
; c- SS - 


Pardon our pride... BUT 
we are ideal 
for sales meetings 


SPLIT ROCK 
LODGE AND CLUB 
on Lake Harmony in the Poconos 


e@ Complete meeting and banquet 
facilities for groups up to 270. And 
when business is over, enjoy a large 
variety of sports and recreation, 
both outdoors and in the Lodge. 


e@ Only three hours from New 
York or Philadelphia. 


e For full information, write 
W.D. Herrmann, Split Rock 
Lodge and Club, White Haven, 
R.D. Pennsylvania or telephone 
White Haven 4561. 


THE 


CLARIDGE 


HOTEL 
ATLANTIC CITY 
MODERN AS TOMORROW 
TO SERVE YOU TODAY 

Seventeen meeting rooms — cli- 
maxed by Trimble Hall—provide 
facilities for groups of from 25 to 
950 persons. Exhibit space of ap- 
proximately 12,000 square feet is 
available, serviced by heavy-duty 
elevator. 
A choice of 400 spacious rooms— 
majority overlooking the ocean— 
each with private tub and shower, 
fresh and sea water—music for 
dancing twice daily. 

GEORGE 8. BRUNI 

General Manager 

ADA TAYLOR 
Director of Sales 


STANLEY B. CAMPBELL 
Sales Manager 
Telephone Atlantic City 5-127! 


8Y- THE-SEA 


mal, but when anyone suggested a 
promotion for the future, Morrisette 
lipped the switch on the tape record- 
er and the room shook with a boom- 
ing echo-chamber exhortation: “Not 
tomorrow, but today .. . this minute! 
Now, now, now, now, now, 
now 


The tapes were a little longer, but 
the gradual fade-out, “now, now, 
now .. .” struck everyone in the 
room. Those were the words they 
remembered. Actual copy on the tape 
was: “Power! (followed by sound of 


th Jellerson 


ATLANTIC CITY, N. J. Atel 


Outstanding Facilities 
at Sensible Prices 


If you plan to hold a convention or sales 
meeting in Atlantic City, it will pay to 
Investigate the facilities at the Jefferson 
‘ . Atlantic City's leading moderately 
priced hotel. Famous for its excellent 
culsine and outstanding facilities, the 
Jefferson's completely trained convention 
staff Is your assurance of a most success- 
ful meeting. 


@ UNEXCELLED LOCATION 
—in the heart of the resort, 
convenient to railroad and 
bus terminal. 

BANQUET ROOM — seat- 
ing 1230 persons. 
SEPARATE MEETING 
ROOMS accommodating 35 
to 350 persons. 

@ EXHIBIT SPACE of over 
13,000 square feet. 

@ SOUNDPROOF, AIR-CON- 
DITIONED auditorium. 

@ 468 COMFORTABLE 
ROOMS in the Jefferson 
and its sister hotels. 

@ EXPERIENCED STAFF to 
handle all details. 


For complete details and information 
for future bookings, write, wire or 
telephone Charlies A. Fetter, General 
Mangger. 


Jefferson Auditorium 


Atlantic City’s Newest & Finest 
Completely Air Conditioned 


explosion) Power packs a punch. The 
power of sales—your sales. Not to- 
morrow, but today this min- 
ute! Now, now, now, now, now...” 

Second of the two tapes said: 
“T N T! (followed by explosion) 
Yes, T N T—Today, not tomorrow. 
Sell Eastern today—this minute! 
Now, now, now, now, now r 

At a top-level meeting of Eastern’s 
brass, Capt. Eddie Rickenbacker 
said the company had $50,000 set 
aside to promote tncreased traffic and 
better operations. This meeting im- 
mediately preceded the sales sessions. 

With the “now, now, now . ‘ 
booming out to sales managers, it 
didn’t take long to develop a “Now 
Contest” for sales and operational 
personnel. Before salesmen left the 
meeting, they had wrapped up a com- 
plete sales contest based on doing 
things now. 

Instead of holding local meetings 
two or three weeks after the national 
sessions in Miami Beach, each sales 
manager got back to his station, set 
down his luggage and called a meet- 
ing. Personnel discussed the contest 
and joined in to create—on the spot 
—promotional stunts to capitalize on 
the “now” promotion. 

For example, when J. W. Smith, 
trafic and sales manager, Baltimore, 
got back and told his people about 
the contest, they came up with their 
own ideas. They pulled an_ old 
weather balloon out and started to 
pump it up a little. “As we make 
more points in the contest,’ someone 
suggested, “we'll pump it up a little 
more. By the time it bursts, we 
should have hit our goal.” 

Informality that keynoted the na- 
tional meeting was carried over to 
the local conclaves. At the national 
sales meeting, station managers chal- 
lenged each other in loadings from 
their stations. Local personnel chal- 
lenged each other at their sessions to, 
beat quotas, and everyone left the 
meeting to do it now. 

Sales managers had no trouble in 
carrying back ideas to their stations. 
Eastern uses a special note book for 
its meetings. A plastic-bound note 
book, 414” by 11”, has white and 
pink pages in it. White pages are for 
incidental note taking; pink pages 
are for “immediate action.” Most 
managers came back with pink pages 
brimming over because they wanted 
to carry out all suggestions now. 

Eastern doesn’t rely on spontane- 
ous meeting themes every time. A 
while back, it mailed a live baby 
turtle to each sales manager. It tied 
in a complete sales promotion to the 
turtle after enough curiosity was 
aroused by the receipt of an anony- 
mously mailed turtle. 
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GEORGE L. Pascoe manages the corporation 
designed to stimulate business in the city. 


MORE THAN 100,000 mailing pieces were 
sent in 1953 to promote the city's shows. 


Los Angeles Has Own 
Show Organization 


To stimulate its market activities, Los Angeles started a show 


management company. It is part of the Chamber of Com- 


merce and now stages more than a dozen shows a year. 


Show corporation is run by professionals but not for profit. 


Twenty-five years ago, Los An- 
geles’ business interests faced this 
problem: How can we coordinate the 
vast energies of this sprawling young 
market to compete with longer estab- 
lished, well entrenched competitive 
markets? How can we capitalize on 
the natural advantages of this eco- 
nomic cross-roads ? 

Realizing that nothing makes a 
more concrete contribution to the 
building of a market city than trade 
shows, they organized to produce 
them on a constructive, long-haul 
basis. ‘Through the Domestic Trade 
Dept., Los Angeles Chamber of Com- 
merce, the California Gift Show was 
created in 1935. 

With its initial step into the trade 
show medium, local businessmen dis- 
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covered that a show, well done, sows 
the seeds of market growth, and pro- 
vides profit and inspiration for buyers 
who attend. Shows set up buying pat- 
terns that pay cumulative dividends 
to individual exhibitors and to the 
market as a whole. They discovered, 
too, that show management is a job 
tor professionals, and organized Los 
Angeles Trade Fair, Inc., a non- 
profit division of the Chamber which 
now manages shows. 

Los Angeles Trade Fair, Inc., op- 
erates with a Board of Directors com- 
posed of seven directors of Los An- 
geles Chamber of Commerce. Charles 
Detoy is president of the fair corpo- 
ration’s board. 

George L. Pascoe, manager of the 
corporation, reports that in 1953 


alone, it cperated nine shows: two 
California Gift Shows; two Cali- 
fornia Corset, Brassiere & Lingerie 
Shows; two California Lamp & Pic- 
ture Shows; one Western House- 
wares Show; one Western Jewelry & 
Silverware Show; and one California 
Curtain & Drapery Show. These 
shows involved 1,500 exhibitors and 
attracted over 14,000 buyers from 
every state in the Union. 


Show Committee 


Each show under this management 
is democratically guided by a show 
committee. Committees for shows 
include both buyers and exhibitors. 
They formulate policies for individ- 
ual markets, and select dates for 
forthcoming shows. Show manage- 
ment is, of course, represented on 
committees. 

A new show has been added to the 
schedule—first of its kind to be held 
anywhere. Directed by George Pas- 
coe, first National Patio & Barbecue 
Show will be held in Los Angeles, 
Jan. 24-29, timed to coincide with 
the Gift Show. 

Functions of Los Angeles Trade 
Fair does not stop with show direc- 
tion. It has evolved a follow-through 
program whereby it acts as errand- 
boy, trouble-shooter and ambassador- 
at-large. Slow shipments are ex- 
pedited, orders checked, complaints 
investigated and requests channeled 
to the proper source. It has learned 
that the success of the local market 
depends upon the complete cycle of 
buying, dating from the time orders 
are placed, until they are delivered, 
in good condition, at the merchant’s 
door. 

Through Carson /Roberts/Inc., ad- 
vertising agency for the show corpo- 
ration, a public relations program has 
been adopted to operate both during 
and between shows. Publicity is pre- 
pared for the metropolitan press, wire 
services, radio, television and the 
trade and business press. 


Advertising 


Advertising includes trade paper 
circulation in the millions. From a 
start of 700 mailing pieces to an- 
nounce the first Gift Show—now in 
its 38th semi-annual appearance — 
over 100,000 were dispatched in 
1953. Envelope stuffers and adver- 
tising helps are supplied to exhibitors 
to round out a web of publicity that 
covers the retail field. 

Mr. Pascoe and his staff perform 
another service by making personal 
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Hot! Westward Ho 
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Resort Atmosphere in the heart of 
downtown Phoenix. Available convention 
dates for groups of 50 to 500... . April 
through December. Phoenix, the AIR CON- 
DITIONED CAPITOL OF THE wort. §j 


For complete details, 
write, wire or phone 
JACK CANADY, 
CONVENTION MGR. 


CONVENTIONS 


SALES 
MEETINGS 


HOTE L 
a 

SAN ANTONIO, TEXAS 
s 


Center of everything in picturesque San 
Antonio. Eleven function rooms for large 
or small groups. Completely air condi- 
tioned. San Antonio, WHERE THE SUNSHINE 
SPENDS THE WINTER. 


For complete details, 
write, wire or phone 
TERRY SANDERS, 
SALES MGR. 


NO FINER SERVICE ANYWHERE 


visits to retailers and store execu- 
tives throughout the country. They 
sell merchants and wholesalers on the 
Los Angeles market and report to ex- 
hibitors on market trends, merchan- 
dising needs and consumer reactions. 


Source of Income 


As a non-profit corporation, Los 
Angeles Trade Fair relies on just 
two sources of income: fees from ex- 
hibitors, and charges for room rental. 
Show management maintains strict 
control show attendance. It 
eliminates unauthorized exhibitors 
and non-buying visitors. Complete 
buyer registration is used as a sales 
aid to exhibiting firms. This list is 
distributed to all participants daily 
throughout the show. 

Among the show problems which 
experienced management has learned 
to avoid are crowding in of passers- 
by, button-holing of customers by 


over 


showroom sales personnel, and lack 
of orderly progress of events in the 
show. Los Angeles Trade Fair dis- 
courages exhibitors from standing in 
doorways, strictly enforces its badge 
system and patrols the exhibit floor 
halls. Procedures such as these pro- 
vide the privacy—the sense of be- 
longing—which buyers appreciate. 


Operations Unique 


Los Angeles Trade Fair is free 
from the sense of personal aggran- 
dizement, because it is run for the 
market exclusively. Its operations are 
unique in America, and may well 
serve as a pattern. Its benefits are 
multiplied with each — succeeding 
show. With the introduction of new 
lines, small businesses, on a_ parity 
with national leaders, get exposure in 
a major market that could otherwise 
not become acquainted with them. 

The End 


Power Builds Match Plant for Show 


When a visitor to Power’s booth at the Power Show pushed a 
button on the front of the Surfaceblow Match Factory, it lit up, 
made a heavy humming sound, the lights went out and it delivered 
a package of matches containing some good words about Power. 

Its one-kettle-power turbine spun a homemade generator to light 
the lamps and turn the factory wheels. The housed space below the 
model contains air compressor, electrical timer that adjusts the delay 
operation and a small switchboard. Model was built by Philip W. 


Swain, editor, Power. 


Built specifically to attract attention to Power’s booth, the match 
“factory” baflled many visitors who believed the machine actually 


manufactured the matches. 
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Froduate fo. Plann 


Curtain Mechanism: A new mech- 
anism that opens and closes a pair 
of curtains across a miniature stage 
is now offered by Gale Dorothea 
Mechanism, Elmhurst, N. Y. Two 
vertical copper arms, hooked to the 
inner edge of the stage curtains move 
apart and together in a timed in- 
terval, simulating the drawing and 
closing of curtains before a display 
placed on the stage. 

The AC clock motor that moves 
the arms starts to operate by plug- 
ging the line cord into an electrical 
outlet. By action of the cam, as 
shown in picture, a bulb is synchro- 
nized to flash on and light the parted 
curtains, and turn off as they close 
again. 


Black Light: A new series of im- 
proved black-light display fixtures is 
announced by Ultra-Violet Products, 
Inc., South Pasadena, Cal. Improved 
design is said to multiply ultra-violet 
radiation on a given area by as much 


broadens applications for black light, 
enabling its use in areas heretofore 
considered difficult. 


Magnifier: Made of clear plastic, 
a rectangular-shaped magnifier has 
been introduced as a trade-show give- 
away. Self-focusing, the magnifying 
glass enlarges reading material to 
double size. It rests on the reading 
matter and is slid from line to line. 

In lertgths of three, six, nine and 
12 inches, the magnifier is H-shaped 
and light weight. The straight sides 
can carry an advertising message or 
insignia, applied by screen process, 
decals or labels. 

The magnifier, produced by J. B. 
Sebrell Corp., Los Angeles, is said to 
be ideal for reading blue prints, and 
small type in any printed matter. 


Reflector: An ordinary household 
bulb can become a spot or flood light 
with a MiroFlector. This reflector 
creates up to twice as much effective 
light from an ordinary bulb. It fits 
into any existing socket. 


Produced by Miroflector Co., 


+. 


Newly Styled Throughout 
the General 
Ogtethorpe 


The new ownership of this fine 
resort has redecorated the entire 
hotel . . . and two-thirds of all 
guest rooms have been air- 
conditioned. 2 air-conditioned 
ballrooms! 18-hole golf course 
on our own grounds, giant out- 
door pool, boating, fishing, 
tennis, dancing. Attractive con- 
vention rates. Write for color 
brochure and information. 


On yoursirata@irxaii 


Ask us to help you with 
our free convention 
services; arrange room 
reservations, banquets, 
cocktail parties, speakers, 
meeting halls, other 
details. Write now for 
complete information 
and our references. 


Inc., the reflector comes in several 
sizes and, according to the manufac- 
turer, saves 80% of fixture and light- 
ing costs when used in an exhibit. 


as five times. 

Increased intensity of the new 
lamps and new fluorescent materials, 
according to the manufacturer, 


CONVENTION MB actale} Chamber 
DEPARTMENT « 
OF THE 


of Commerce 
P.O. Box 2109 * TWX RE 46 «+ Reno, Nevada 
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DISCOVERY 


As one of our convention 
guests remarked, ‘‘I never 
knew working could be so 


much pleasure.”’ 


CHALFONTE ~ HADDON HALL 
on the Boardwalk, Atlantic City, N.J. 


Operated by Leeds & Lippincott Co. for 64 years 
Write for illustrated folder 


JOSEPH I. McDONELL, 
Vice President and General Manager 


E. D. PARRISH, Director of Sales 
ELLSWORTH SOOY, Sales Manager 
DORIS SEARS, Convention Manager 


How to Get Speakers 


Washington is packed with convention speakers. There 


are two ways to get them. Why you should turn to a pro- 


fessional bureau is told by a lecture management man. 


BY JOHN C. METCALFE 


President, National Lecture Management, Inc.* 


Convention sponsors’ seeking 
speakers who are not only box office 
attractions to draw attendance at 
their various affairs, but also rec- 
ognized authorities in their respective 
fields, will do well to note that 
Washington has become, the talent 
center of the world. 

The nation’s capital, as a matter of 
fact, is replete with talented speakers 
both in and out of the government. 

While the seemingly inexhaustible 
pool of Congressional talent would 
immediately come to mind in any 
search for suitable speakers from 
Washington, it would be wise not to 
overlook an equal, if not greater num- 
ber, of able men among leading cor- 
respondents, authors, scientists, con- 
sultants, and the like, who are no less 
active in this enormously important 
international metropolitan center so 
closely related to all American busi- 
ness interests. 

Thus, the problem which presents 
itself is this: How to find the best 
speaker for the occasion? 


Two Methods 


There are two ways open to the 
program sponsor. He can go direct 
to the speaker, or he can retain the 
services of a reliable lecture manage- 
ment. Either method may prove suc- 
cessful. But in the average case and 
in the long run, the sponsor will get 
much more for his money by retaining 
the services of the lecture manage- 
ment. So, too, a Washington man- 
agement will likely know most about 
the capital’s talent market. It is its 
business to keep informed of the best 
available Washington speakers. 

Let us see what usually happens 
under the two ways open to the spon- 


*Washington, D. C. 


sor in securing the speaker. 

In the first place, the great bulk of 
the top speakers in Washington, or 
for that matter anywhere else in the 
country, is under one management 
or another. Lecture managers make 
it a point to sign up the most de- 
sirable talent. There are actually only 
a few great speakers in Washington 
who are too independent to take ad- 
vantage of good management. And 
that is chiefly because they cannot take 
many engagements anyway and, there- 
fore, have all the offers they can fill. 


Bear in Mind... 


Why is it that many great corpora- 
tions, such as General Electric, Can- 
non Mills, Eastman Kodak, just to 
name a few, rely on responsible lec- 
ture managements to guide them in 
the selection of speakers? Here are 
some of the answers shat the average 
convention sponsor might well bear in 
mind. 

When the sponsor follows the 
method of “going directly” to the 
speaker, he is making his selection 
generally through personal contact or 
hearsay with regard to the speaker’s 
reputation. Often he has only a 
vague idea as to the speaker’s desired 
honorarium. ‘Too often, the sponsor 
applies pressure on the speaker 
through his personal contacts both as 
to availability and fee. Experience has 
shown that this is a temptation that 
many sponsors cannot circumvent. 

And this is why some speakers, 
particularly senators and congress- 
men, have unearned reputations for 
cancelling their engagements at the 
last minute. In many instances, the 
fault actually lies with the sponsor 
and not the speaker. A number of 
congressional figures have admitted 
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(Capex prefab exhibits play lead role 


in Hiram Walker show 


The Hiram Walker ‘Merchandising Fair’ 
was a hard-hitting, fast-moving promotion. 
The show schedule for one and two day 
stands in 40 leading cities, with often only 
a day or two between shows, presented a 
display problem that had one answer— 
PREFAB exhibits ; and one company—Capex. 

The attractiveness of design, construction 
engineering for quick set-up, and the 
durability in unpacking, setting up, and 
repacking proved Capex’ ability. And 
Capex PREFABS completed the extensive 
tour of 40 shows in good condition. 

The know-how and economy of Capex 
PREFAB exhibits may be the deciding issue 
if you are thinking of ‘putting a show on 
the road.’ 


exhi 
ee 615 South Boulevard, Evanston, Ill. 


THE HEART 
oe ... OF THE BEST CONVENTION LOCATION 
IN THE NATION convenient location, close to rail and 


air travel facilities, Public Auditorium, Stadium, business, 


entertainment, and shopping area is one reason for The 


Hollenden’s popularity with convention delegates. ‘ 
pop y 9 


CLEVELAND’S MOST INTERESTING HOTEL 


Long noted for its warmth of hospitality and friendly 
servicz, The Hollenden has always attracted interesting 
people. To meet their demands, a continuous improve- 
ment program is maintained. 1000 guest rooms are 
newly decorated. 7 restaurants and bars provide exciting 
atmosphere, good food and entertainment. 


CONVENTION HEADQUARTERS 


The Hollenden has one of the finest plans in the 
country for conventions, exhibits, meetings, banquets, 
etc. A selection of newly decorated rooms equipped with 
all facilities for successful private gatherings. 


HOPPING r HOTEL-OPERATED AAA GARAGE ATTACHED 


OistRicrs 


ma 
— Holl t 


THE AUDITORIUM] = ) ROBERT P. JOYCE JOHN F. NOLAN 
sal General Manager Soles Moneger 
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privately that this is the basic reason Likewise, hearsay with regard to the Why not, then, secure the services 
for a number of their cancellations. speaker's reputation or platform abil- of a lecture management? After all, 

Faced with a situation of this kind, ity is a precarious premise upon which it is its business to know its speakers, 
the sponsor becomes frantic in his to select the attractions. “The speaker and it has a pretty good idea of con- 
search for an adequate replacement. may be excellently suited to certain vention audience requirements. It 
More often than not, a poor substi- types of audiences, perhaps in aca- doesn’t cost anything to enlist its 
tute is enlisted. And the impact of demic settings, but he is certainly not services, and it won’t cost the con- 
disappointment echoes for months the right speaker for a convention vention any more to buy speakers 
after the convention. group. through a reliable management. In 

. fact, it may cost less. 

Hence, it would appear advisable 
to consult lecture managements on 
program requirements. They want to 
do business with the sponsors. And 
they want to keep that business, just 
like any other firm seeks to retain its 
good clients. 


CRUISE TO 
~ Management Responsible 


: 4 na Not only does the management 


establish a responsibility to the spon- 

a sor, but it delivers speakers who have 

aboard the S. S. FLORIDA a responsibility to both the sponsor 

SOE nics Henna eaiitenatt 0 and their management. It is a much 

Edientieh evectahe endian toom Wan safer way of doing business. It is not 

on the 500-passenger S.S. Florida. Wonderful based on the pressure of personal con- 

extension to Miami-Miami Beach conventions, tacts, nor the element of hearsay. It 
too. Round trip includes 4 meals in - 

air-conditioned dining saloon, all outside 


For your next convention — 


is based, instead, on contractural 


staterooms, entertainment. $49.50 plus taxes. agreements between sponsor and man- 
FOR CONVENTION FOLDER, WRITE: agement, and management and 


speaker. 
ana ae P Managed senators and congress- 
P&O S.S. CO., ez ‘S men in Washington, as well as the 


Box 1349, Miami, Florida many speakers in other fields outside 


government in the nation’s capital, 

have a reputation for very few can- 

MIAMI © HAVANA ““#higeue . cellations. ‘This is a matter of con- 
‘ cameem be tractural record. 

These are speakers, moreover, who 
have general availability, who have 
reasonable fee ranges, and who have 
an awareness, under the standards of 
their management, that such subjects 
\ } { as politics and religion are taboo on 
the lecture platform. They \are 
speakers who can be relied upon to de- 


\ \ 
: liver significant messages and deliver 
* p N 2 them with impact upon the audience. 


SOUND EFFECTS RECORDS No Fear of Cancellation 


\ 
\ 


SOUND AMPLIFICATION SYSTEMS Nevertheless, there are some few 


cancellations now and then due to 
matters of extreme urgency in Wash- 
ington or illness. These are justified 
tions, shows and expositions . . . cancellations and no different than the 
kind that happen every day in every 
Of business. 
CONSULT 4s ; When a cancellation of this sort 
‘ occurs, however, the sponsor generally 
Masque Sound Engineering Co. ! has little cause for worry. His chances 
re¥s. are always good that the management 
331 W. S5ist St... N.Y. + Clrele 5-4623-4 will have on hand a dozen or so other 
=e top speakers are suitable replacements. 
And more than one professional 
pinch hitter has hit a home run! 
The End 


for small and large meetings, conven- 
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..- before it TALKS 


. . is the way our doctors put it—‘“‘Our chances of curing 
cancer are so much better when we have an opportunity to 
detect it before it talks.” 

That’s why we keep urging you to make a habit of having 
periodic health check-ups, no matter how well you may feel 

. . check-ups that always include a thorough examination 
of the skin, mouth, lungs and rectum and, if you are a woman, 
the breasts and generative tract. Very often doctors can de- 
tect cancer in these areas long before the patient has noticed 
any symptoms in himself. 

The point to remember is that most cancers are curable 

if properly treated before they begin to spread, or “colonize” 

American Cancer Society in other parts of the body. . . For other life-saving facts about 
cancer, phone the American Cancer Society office nearest you 


9° 


or write to “Cancer” —in care of your local Post Office. 
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STANLEY RESORT 


ESTES PARK, COLORADO 
George Stobie, Mgr., Phone 23 


CONVENTION FACILITIES 


Casino Auditorium: 42 x 66 plus balcony and 
theatrical stage, 15 x 24. Seats 500. Public ad- 
dress system, 5 microphones, turn table, lémm 
sound projector, lighting controls. Washrooms. 
Three exits. 


Maxwell Room: 65 x 80. Banquet and dining 
facilities for 450. PA system, stage, service bar. 


Music Room: 40 x 40. Seats 140. Stage, fire- 
place, picture windows facing continental divide 


Pinon Room: 40 x 27 Seats 140. Western style 
with fireplace 


Roundup Room: |7 x 40. Seats 100. Luxuriously 
western. Just completed with pine paneling. 


Manor West Lounge: 32 x 32. Seats 140. 
Fireplace, picture windows facing Long's Peak. 


Manor East Lounge: 32 x 32. Seats 140. Fire- 
place, picture windows facing Lake Estes. 


Ranch Room: 32 x 25. Seats 100. Large 
stone fireplace, western style 


“Extras” Included in American Plan 


Square dancing chuck wagon dinners 
ladies luncheons pool . swimming 
nightly entertainment and dancing . . 
sion to world famous Lariat Lounge . . . croquet 

. horseshoes . putting... tennis... 
children’s pxiyground with supervision . _ . ping 
pong .. . billiaras . . . bingo . . 
. « » fashion shows 


. admis- 


. card games 


Horseback riding, tours of National Park, golf, 
boating and fishing available at reasonable rates. 


© GUEST ROOMS—750 


EXHIBIT SPACE—44,000 sq. ft. 


i ul 
4 4 
‘ tat 


FACILITIES— 


To handle ALL TYPES OF MEETINGS successfully. 


© 14 AIR-CONDITIONED MEETING ROOMS 
Hotel Connects with Civic Auditorium 


Way to air-conditioned Civic Auditorium 


TO PROMOTE convention 
attendance or to distribute 
at meetings, guide books 
eae 


New Trend in Giveaways 


Guide books to convention areas are becoming best sellers 


as giveaways; tell delegates what to see, where to go; have 


special appeal to wives; used by companies, associations. 


Where to go, what to see, and 
where to eat in a convention city are 
important facts to conventioneers. 
Companies that cater to this need for 
facts are enjoying a lively response 
from delegates. 

Eli Lilly and Co., Indianapolis, 
ethical pharmaceutical manufacturer, 
is a pioneer in travel-guide giving to 
conventioneers. At the last annual 
meeting of American Medical Asso- 
ciation in New York, Lilly distrib- 
uted a guide to the city, bound in 


SEATING CAPACITY—5,000 


PANTLIND 


GRAND RAPIDS, MICHIGAN 


L. E. Ames, Director of Sales & Advertising 


special covers, with special envelopes 
identifying Lilly as the donor. 

The guide selected by Lilly was 
“Complete Guide to New York 
City,” by Andrew Hepburn, pub- 
lished by Travel Enterprises, Inc., in 
its American Travel Series. With no 
advertising, the full-length, 114- 
page, soft-cover book has detailed 
maps and pictures of what to see, 
what to do, how to get around, where 
to eat, where to shop and other de- 
tails of interest to out-of-towners. 


For Medical Meetings 


A copy was presented to each phys- 
ician who called at the Lilly exhibit. 
It was particularly welcomed by 
wives and families of doctors who 
had time to shop and browse around 
the city. Favorable response prompt- 
ed Lilly to make arrangements for 
Travel Enterprise guides on an ex- 
clusive basis at other medical meet- 
ings. A special edition of the Cali- 
fornia Guide for a medical meeting 
in San Francisco, and one that cov- 
ers Florida for delegates to a Florida 
medical meeting have been planned. 
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Union Trust Co., Washington, 
D. C., purchased “Complete Guide 
to Washington, D. C., Virginia and 
Maryland” and presented copies to 
delegates at the American Bankers 
Association conclave in the nation’s 
capital. An inexpensive label on the 
cover of the book identified Union 
Trust as the donor. 

National Institute of Drycleaning 
distributed this same guide to its own 
members as an attendance promotion 
for its Washington convention, and 
Chesapeake and Ohio Railway pro- 
vided these guides for convening 
travel officials at the annual meeting 
of National Association of Travel 
Organizations at The Greenbrier, 
White Sulphur Springs, W. Va. 


Used in Many Fields 


Commenting on the sudden de- 
mand for guide books to distribute 
to conventioneers, author Hepburn 
says: “There appears to be no limit 
to the uses to which these books can 
be adapted by sales executives, public 
relations and promotional directors 
in all sorts of apparently unrelated 
fields.” Companies are using the 
books in a variety of ways ranging 
from goodwill presentations to con- 
ventioneers, to intensive reference use 
in ticket and travel information 
booths. 

In addition to being of genuine 
service to conventioneers, companies 
like to distribute guides because they 
are kept by the recipient, and show 
the donor’s name as prominently as 
he should like on the cover. 

Often guides are used by com- 
panies long after their original pur- 
pose of convention distribution. 
When General Motors Corp. found 
them popular for distribution to out- 
of-town dealers at its show of new 
cars in New York, it sent additional 
copies to its overseas division to dis- 
tribute to visitors to its New York 
offices. 

Not all books are distributed as 
simply a goodwill giveaway. Hertz 
Driv-Ur-Self Agency, Tampa, Fla., 
distributes guides to conventioneers 
and other rental car users to induce 
them to take longer trips. | The End 


CONVENTION . BUTTONS—PINS . 
ADVERTISING NOVELTIES 
SOUVENIRS 
Write for catalog, 
samples, and prices, 
stating probable 
Manufacturers quantities desired. 


PARISIAN 
for over NOVELTY COMPANY 
3501 S Western Ave. Chicago 


A Fascinating Foreign Site 
) For Your Next Sales Meeting or Convention! 


_NASSAU 


—.. IN THE BAHAMAS 


Modern hotels with experienced staffs 
and accommodations for group 
meetings...delightful year-round 
temperature (average 76.6°). 


Serene atmosphere, free of big-city 
hubbub ... shopping for fine British 
and European goods...all sports. 


EASY TO REACH! 

BY AIR: 

50 minutes from Miami 
4, hours from New York 
BY SHIP: 

Overnight from Miami 
Weekly sailings from 
New York via SS Nassau 
Convenient connections from 
entire U.S. & Canada 


NO PASSPORTS REQUIRED FOR U.S. CITIZENS! 


Available dates: April 1, 1954 thru January 10, 1955. 
For COMPLETE information, send this coupon! 


NASSAU, BAHAMAS, DEVELOPMENT BOARD 


(A Department of the Bahamas Government) 


301 Roper Bidg., 20 S.E. 3rd Ave., Miami 32, Fla. 
Gentlemen: Please send me details of Convention facilities in Nassau. 


NAME 


BUSINESS ADDRESS. 


city OE ni PO ceenittnininianicit 


COLOR BROCHURE on request # AIR CONDITIONED 


otel 


350 FEET OF PRIVATE BEACH 
OCEANFRONT, 25th to 26th St., Miami Beach 


Not relying on an animated audience-participation game alone, 
the Shell booth at the Power Show had lovely model, Jence 


Lowry, on hand as an added attraction. 


ICrs 


— 


MODELS 


for Conventions 
and Trade Shows 


MODELS 


for Photograpners, 
Fashions, TV, 
illustrators 


SAXI J. HOLTSWORTH MODEL AGENCY 


1658 Broadway, New York, N. Y. 


Clele 5-9367 


SM/JANUARY 1, 1954 


BUSINESS and 
Pleasure 


in TULSA 


> AIR-CONDITIONED COMFORT 

> CENTRAL LOCATION 
CONVENIENT COFFEE SHOP 
NEW MODERN ADJOINING GAR 


TULSA’S F/WEST HOTEL 


Home of the Popular Terrace Room 


DATES 
FOR SALE 


For the progressive sales executive 
who wants to know what conven- 
tions and trade shows are pending 
for his and related industries, 
there's nothing finer — or more 
complete than SALES MEETINGS 
Directory of coming events. Those 
SALES MANAGEMENT subscrib- 
ers already using it tell us they 
wouldn't be without it. We think 
you'll find it valuable, too. Send 


for your copy today. It's covered 


by a money-back guarantee if 


you're not completely satisfied 


See page 91 for details and order 


form. 


REHEARSAL FOR MEETING was staged in the afternoon before telecast. Sunset execu- 
tives check details before cutaway mockup that explains modern engine operation. 


Buys Straight TV Time 
For Dealer Sales Meeting 


Closed-channel ‘TV meetings are 
no longer a novelty, but a sales meet- 
ing on straight television time is a 
new wrinkle tried by Sunset Oil Co., 
Los Angeles. 

Sunset had to reach its 1,000 em- 
ployes—from gasoline station owners 
and managers to ‘wash-rack boys— 
without closing down its stations. It 
had a brand new preduct to announce 
and explain, and hit upon television 
as the medium to bring promotional 
and sales facts to Sunset people. 

Sunset bought the 10:00-10:30 pm 
time slot on KTTV-Channel 11. 
Gasoline station owners and managers 
moved TV sets into their stations fer 
the men on duty, and those at home 
tuned in their own sets. Advertise- 
ments in daily papers told about the 
September 23 sales meeting and asked 
the public not to tune it in. For the 
curious who did tune in, it was a half- 
hour “commercial” for Sunset’s Gold- 
en Eagle A-D gasoline, special fuel 
for automatic-drive cars. 

This dealer sales meeting was a 
low-budget event. TV time was just 
$800. One rehearsal was staged on 
the afternoon before the program. 
One TV camera was employed be- 
cause it could easily dolly around the 
gasoline station from which the tele- 
cast emanated. The station “‘set” 


eliminated extensive props in a studio 
and allowed actual demonstrations to 
be shown. 

Anticipating public viewing of its 
meeting, Sunset kept commercialism 
to a minimum and made its program 
educational and informative. It dem- 
onstrated automotive progress and en- 
gine development by putting a camera 
on old-time car engines and then con- 
trasting them with modern car en- 
gines via a cutaway mockup. 

A parade of old cars and new ones 
passed before the camera to dramatize 
progress and emphasize the need for 
new gasolines to serve modern car 
engines. A professional announcer and 
Sunset’s chief fuel engineer, Herbert 
Miller, were the only ones to speak 
on the meeting program. 

According to J. D. Sterling, presi- 
dent, Sunset Oil, the meeting enjoved 
about 91% “attendance.” About 227 
Golden Eagle stations are within 
range of KTTV’s signal and could 
pick up the sales meeting program. 

Advertising for Golden Eavle A-D 
was revealed at the meeting with the 
camera picking up full-page ads 
scheduled for local newspapers. The 
new radio spot schedule was men- 
tioned and the program switched back 
to the TV station to pick up the 
sound of a representative spot com- 
mercial. 
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BATTERY FOR TODAY'S MEETING: Auker pitching—Salesmen, catching. 


Baseball Theme 
For Ad-Sales Story 


Simple meeting prop is visual aid with sound effects and 


audience participation. It outlined six steps to selling. 


When a former big-league pitcher 
is a sales manager, it’s bound to hap- 
pen. Bay State Abrasive Products 
Co., Worcester, Mass., staged a sales 
meeting with Sales Manager Elden 
L. Auker pitching—literally. 

Capitalizing on the general inter- 
est in the sport of baseball and 
own baseball star, Bay State pro- 
duced a lively session. Advertising 
Manager E. W. Farmer, tied Mc- 
Graw Hill’s “Six Steps to Successful 
Selling’ to a baseball theme and 
came up with a novel meeting prop. 

A cartooned batter, catcher and 
umpire were shown on a large can- 
vas. Sales Manager Auker, erst- 
while Detroit Tiger pitcher, stepped 
up to the “mound” and threw the 
first baseball (they were real) 
straight at the catcher’s glove target. 
As ball met canvas, John H. Koch, 
McGraw-Hill Eastern District man- 
ager, pulled a handy string, and 
wham! up flew a board with the let- 
tering “Contact,” step one of the 
famous six steps. 

The resounding whack of the 
board striking a metal strip—not the 
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ball—created the impression that it 
had been swung by a powerful batter. 
It was a heavy spring that did the 
trick. Berg-Marshall, Inc., » Bay 
State’s advertising agency, collabor- 
ated on creating the prop to take the 
salesmen “out to the ball game.” 

As soon as the ball was pitched and 
the board flew up, John Koch spoke 
briefly on the general importance of 
“contact” in advertising. He then 
introduced Ralph Hodgkinson, agen- 
cy account executive, who gave the 
audience details of how and why Bay 
State’s advertising makes contacts for 
salesmen. 

The board for step two, “Arouse 
Interest,’ was swung up with its own 
loud whack when one of the salesmen 
from the audience threw the next 
baseball. Four more salesmen pitched 
at the canvas figures to bring up four 
more points. After each pitch, John 
Koch outlined the general aspects of 
each step in relation to advertising 
and E. W. Farmer, his assistant, R. 
Lattinville, or agency representative 
Hodgkinson, alternated in filling in 
details of Bay State’s advertising. 


Emphasis, in each step, was on the 
essential teamwork between sales and 
advertising sections, and each board 
brought into view one word of the 
slogan, “We're All on the Same 
Team.” At five minutes for each 
step, the half-hour presentation was 
compact, interesting and forceful. 
Called into play were audience par- 
ticipation (to throw baseball), a vis- 
ual aid, sound for emphasis (the 
whacks), and brief talks. 

For the seventh inning stretch that 
followed, a comely secretary with a 
perky baseball cap on her head made 
a dramatic entrance and “peddled” 
bags of peanuts. A wide-awake ques- 
tion-and-answer period was punc- 
tuated by peanut munching. 

The End 


EW 


centrally - conveniently 


in the 


MAGIC EMPIRE 


i 


Oil Capital of the World! 


THE GREATEST NAME IN 
CONVENTION ENTERTAINMENT 


= 
HOWARD 
LANIN 
& 


Creating complete and 
original productions 
for the nation’s foremost 


industrial organizations 


HOWARD LANIN 


Management, Inc. 


Steinway Bldg. 1622 Chestnut St. 
New York 19, N.Y. Philadelphia 3, Pa. 


Affiliates in all major cities 


Canin Of 


Idea! location ( nearest the Convention Hall ) 
with luxurious guest rooms, deluxe suites, unex- 
celled service, internationally famous cuisine and 
a magnificent dining room overlooking the sea 

The Shelburne has excellent accommodations 
for small groups or large meetings. 


For the ultimate in gracious living and superb 
facilities, the Shelburne proudly offers its pent 
house. “Kenmare Hall” high atop the hotel 


The 
SHELBURNE 


Atlantic City’s Foremost Luxury Hotel 
On the Boardwalk at Michigan Avenue 
Joseph M. Hitzel Ir., General Manager 


Edgar A, Sweet, Sales Manacer 
Telephone Atlantic City 4-813! 


a 


a 


RUSTI SALMON, Chicago TV star, played “Miss Muffet" in Quaker Oats’ traveling meet- 
ing. Most radio, TV and sports stars were on film to save costs of traveling with show. 


QUAKER MAN, chief character in dramatic sales meeting, tells two salesmen (also pro- 
fessional actors) how their problems will be solved with bang-up ‘54 promoticn program. 


Films and Live Talent 
Combined for Impact 


Expensive part of traveling sales meeting was put on film 
and four live actors ''doubled in brass" to create fast-paced 
show on comparatively small budget. Dialogue between 
filmed and live actors gave production effect of live revue. 


Based on an interview with 


EDDY O'BRIEN, Dallas Jones Productions, Inc. 
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Sparkling combination of live tal- 
ent, motion pictures and sound-slide 
films in color blended into an all-day 
revue was put forth by the Quaker 
Oats Company for its semi-annual 
sales meeting in November. 

The show was written and pro- 
duced by Dallas Jones Productions, 
Inc., Chicago, producers of education- 
al and sales films. It was launched 
at a regional meeting at Chicago’s 
Sheraton Hotel. From there it went 
on the road for showings in Wash- 
ington, Dallas and Rancho Santa Fe, 
Cal. 

Despite the fast pacing and imag- 
inative production of the show, it 
was a comparatively low-budget op- 
eration, according to Eddy O’Brien, 
Dallas Jones staff man who wrote 
the revue. 


Doubling by Actors 


“The trend is toward expensive- 
ly produced sales meetings, some 
budgets running up towards $250,- 
000,” says O’Brien. “The Quaker 
show cost a fraction of that. We put 
the expensive parts of our show, in- 
cluding big name talent, on film to 
avoid road-showing them. Then we 
worked the film in as a part of the 
dialogue used by the live actors, so 
everything had the effect of being 
part of a live revue. Then we wrote 
our script to allow for a lot of 
doubling by the actors. For exam- 
ple, Bob Ball, a professional come- 
dien, played a salesman, a chauffeur, 
a postman and was the rear end in a 
lion’s costume. The show was full 
of characters, so that everyone was 
quite surprised at the curtain call to 
see a cast of only four people coming 
out for bows.” 


Film in “TV Set" 


In one scene, for example, Aunt 
Jemima gives salesmen the story of 
an upcoming merchandising program 
on her product. It takes the form 
of a conversation between Aunt Je- 
mima and Quaker Man, played by 
an actor whose costume is modeled 
after the familiar figure on the Qua- 
ker Oats package. She is on film, 
while he is live. The technique used 
is that of the Quaker Man tuning 
in Aunt Jemima on his “big screen” 
television set—about 20 feet wide. In 
filming Aunt Jemima, her lines were 
timed to allow for the Quaker Man 
to recite his questions before she 
gives her answers. Then Aunt Je- 
mima addresses the salesmen directly, 
complete with jokes and quips, to 
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Florida’s Finest Convention Area! 


Plan your next Convention or 
Sales Meeting in the Land of Sunshine... 
and get these extra advantages by choosing Daytona Beach: 
@ Easy to reach—pivotal Florida city! 
@ Full-time professional staff; modern, convention-wise hotels! 
@ Special convention rates during spring and fall! 
@ New, air-conditioned auditorium and amphitheater 
adjacent to hotel area! 
@ Special facilities for small groups! 
Stay over and enjoy: 
@ World's most famous beach—23 miles of sand you can 
actually drive on! 
e Excellent fishing of all kinds! 
e Smart shopping centers, restaurants, theaters! 
e Nearby amusement areas and 
scenic attractions! 


Address inquiries to the Convention Bureau, 
Dept. D, P.O. Box 30, Daytona Beach, Florida. 


DAYTONA BEACH 
CHAMBER OF COMMERCE 


representing the Halifax Area: 


We plan 


DISPLAYS 
7 EXHIBIT BOOTHS 


for any product ... from Point of Sale to 
to Convention Exhibits 


design. . build 


Phone or write Anytime for 
Ideas and Estimates 
That will make your 
Next display “click” 


SHOW ROOMS 


vutline the merchandising program. 

The big TV screen served as a 
running device through the show. 
Through use of rear projection of 
the film, integration of the film with 
live staging was possible. 


Sports Personalities 


Another “telecast” tuned in by the 
Quaker Man picked up Howard 
Miller, a Chicago TV personality, 
who interviewed Bronko Nagurski, 


football and wrestling hero, and Joe 
Wilman, champion bowler, on un- 
usual experiences in their careers. 
This feature was tied in with a cam- 
paign around sports personalities 
planned for Puffed Wheat and 
Puffed Rice. Still another TV pro- 
gram was a special presentation of 
“Zoo Parade,” modeled after the 
regular television stanza sponsored 
on NBC by Ken-L-Ration. This 


film covered an account in color of 


ida by Milo Perkins, director of the 
“Zoo Parade” program. 

At the end of the film, stage lights 
went on and Perkins and his televi- 
sion side kick, Jim Hurlbut, appeared 
before the salesmen in person. They 
caused mild excitement by pulling out 
a collection of live snakes for the 
salesmen to look over. This feature, 
too, led into a specific outline of a 
projected Ken-L-Ration promotion. 


a snake hunting expedition in Flor- : 
Sponsorship Announced 


A high spot of the show was a 
film sequence starring Don McNeill 
and the cast of the Breakfast Club. 


: whose sponsorship on the ABC radio 
Wu Coweiloy network has just been assumed by 
eee Aunt Jemima. The sales meeting 


~* 

* 
was the first place that this sponsor- 
ship was announced and it was greet- 
ed with enthusiastic response by the 
The Air-Conditioned Netherland Plaza Hotel men. An ambitious program ot 
, special store promotions was outlined. 
A circus act was the theme of the 
Muffets portion of the sales show. 
The theme, of course, tied in with a 
promotion plan. For Quaker Oats, 
there was a comic lecture on diet con- 
trol to tie in with a scheduled adver- 

tising campaign. 


If you choose Cincinnati's finest — 


*Peeeece®” 
Especially designed for Conventions and 
Exhibits. 


800 rooms—garage in building. 


Plus 400 additional air-conditioned rooms 
in our Modern TERRACE PLAZA HOTEL. 


Mary Hesse 
Director of Sales and Advertising 


Teletype John G. Horsman 


Ci 244 


General Manager | G NE Ew 


Owned and Operated by 


NETHERLAND PLAZA = Thos. Emery’s. Sons, Inc 


Cincinnati, Ohio 


AINE al 
SONS - a 


Now available at group 
rates...one of the world’s 
fabulous resort-estates of- 
fering Miami Beach’s fin- 
est convention facilities 

. conveniently located 
magnificent pool 

and cabana colony .. . 
meeting and _ dining 
rooms for 25 to 500 
persons ... air con- 
ditioned . . . Ameri- 
European 


TERRACE, PLAZA 


i 


PLANNING A POW WOW? 


All chiefs—no Indians—at The Skyline Inn. Every quest is Heap Big 
Chief to our experienced staff. You'll find friendly, old-fashioned gracious- 
ness a part of your meeting at SKYLINE ... and you'll find the modern 
efficient meeting needs, too: movie projector, P.A. system, pitch and putt 

golf course, outside sports facilities, AND, only heated swimming pool in 
the Poconos. You'll like the rates, too ... American plan. 


Write 


: can or 
Direct Plea. 


SEA ISLE 


ON THE OCEAN AT 30th STREET 
MIAMI BEACH 


Interested??? 
Write-Wire-Whistle 


. N. Y. OFFICE 
oe . 7 , Ce ne Telephone 
4 sal ek Circle 6-8080 


i 
al NEW YORK city CHICAGO OFFICE 
sTR Telephone 


_'s wgupseuns CEntral 6-6846 


CRA 
a7mMuLEs 


PHILADELPHIA 
OFFICE 

Telephone 
PEnnypacker 5-0608 


THE SKYLINE INN ©¢© MOUNT POCONO, PENNA. 


John C. Wriston, Manager 


PHILADELPHIA 
so muES 
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Bill Mason, Quaker Oats vice- 
president in charge of sales, was 
worked into the script, too. Even 
his talk was accompanied by visual 
effects. 

About three months of work at the 
Dallas Jones studio went into the 
production. Judging from the re- 
sponse of the salesmen and the re- 
action of Quaker Oats promotion ex- 
ecutives, it was well worth it. 

“Purpose of this vaudeville tech- 
nique in a sales meeting,” O’Brien 
points out, “is not to get the men’s 
minds off their work, but to fix their 
minds more firmly on it. People re- 
member best what they enjoy. What 
a man sees in real life, in color and 
in action, and especially what he 
laughs at, will stick immeasurably 
easier than any intangible idea that 
his employer tries to pound into his 
head. 

“In the Quaker Oats show, we 
made visual and enjoyable all the de- 
tails of future promotion plans so 
that even the dates for this promo- 
tion become part of the fun. Just as 
this new technique has worked for 
other of America’s great sales or- 
ganizations, we are sure it will do 
an unprecedented job for Quaker 
Oats.” The End 


HOTEL ST. CLAIR 


Ohio Street East of Michigan 
Chicago 11, Ill. 


@ FACILITIES TO MAKE YOUR 
CONVENTION OR MEETING 
COMFORTABLE & 
SUCCESSFUL 


@ AIR CONDITIONED, PUBLIC 
ROOMS, RESTAURANTS & 
MEETING ROOMS 


@ (200 AVAILABLE ROOMS 
OVERLOOKING 
LAKE MICHIGAN 


@ A PERSONAL INTEREST 
GUARANTEED 


D. J. Gardner, Sales Manager 
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All profit trails lead to 


—— f 


> fied . a | 
: 
at Convention Hall 


Attendance and sales shoot skyward at this center of the 
largest population block in the United States. 

Philadelphia is the hub of the fastest growing industrial area in the world. 
At Convention Hall are more than 265,000 square feet of exhibit 
space, most of it ground-floor and strong enough to hold a steel mill. 
CONVENTION HALL WILL BE COMPLETELY AIR-CONDITIONED BY THE SPRING OF 1955 
For complete information, communicate with: 


The Board of Trade and Conventions [ The Convention & Visitors Bureau 
34th Street below Spruce | Chamber of Commerce of Greater Philadelphia 
Philadelphia 4, Pa. | 17th & Sansom Sts., Philadelphia 3, Pa. 


A Simple Statement... 


... that just about sums up our 
belief and the belief of our clients: 


No matter where or when you entertain, you can do it bet- 
ter, more economically, and with greater assurance of suc- 
cess, if youturnto... 


JACK MORTON PRODUCTIONS 


America’s Finest Entertainment and Orchestras 


1025 Connecticut Avenue, N.W. 550 Fifth Avenue 
Washington 6, D. C. New York 19, New York 
NAtional 8-4273 COlumbia 5-4253 


FOR A PERFECT 


POCONO 


SALES MEETING or CONVENTION 


Mount Airy Lodge has Everything!! 
Only 3 hrs. from N.Y.C. & Phila. 


@ OPEN ALL YEAR @ 160 ACRE PRIVATE ESTATE 
@ ACCOMMODATIONS for Small & Large Groups 
@ MODERATE RATES @ UNEXCELLED CUISINE 
PUBLIC ADDRESS SYSTEM @ PANELS and BLACKBOARDS 

16mm MOVIE PROJECTOR & SCREEN @ SPEAKERS PLATFORM 

MOST MODERN BAR & COCKTAIL LOUNGE in the POCONOS 

ALL SPORTS incl. Golf, Horses, Tennis, Fishing, Pvt. Lake 


For Particulars write: General Manager 


MOUNT AIRY LODGE 


Mount Pocono, Pa. phone: Mt. Pocono 3551 


a 


SPECIALTY OF THE HOUSE: 


Successful Conventions 
and Sales Meetings 


© Free use of adjacent 
Municipal Auditorium 


© Year ‘round pleasant 
climate 


© Unequalled recreational 
facilities 
Phone For Complete Information 
Chicago: Mohawk 4-5100 
Washington, D. C.: Executive 648! 
New York: Murray Hill 6-6990 


OR WRITE DIRECT 


A TOMERLIN HOTEL 


The Ahwahnee 


Yosemite National Park, California 


Modern comfort and every facility for 
sales and convention meetings amid spec- 
tacular mountain scenery. Centrally lo- 
cated and easy to reach .. . Sleeping 
capacity 200; dining capacity 500, with 
additional sleeping capacity in cottages 
to accommodate 500. Completely equipped 
meeting rocms. 


For full information and colorful booklet 
write Convention Department, Yosemite Park 
and Curry Co., Yosemite National Park, 
California. 


Automotive Salesmen Fail in Meeting 


Salesmen don’t know how to con- 
duct sales meetings. Their companies 
do not give them sufficient training in 
meeting techniques. 

That is the verdict: of jobbers in 
the automotive field. The verdict was 
reached by a four-jobber panel that 
manufacturer-jobber _ rela- 
tions at the annual sales meeting at 
Bonney Forge & Tool Works, Allen- 


town, Pa. 


discussed 


Three Objections 


Comments by panel members on 
how manufacturers’ salesmen are 
staging meetings for jobber salesmen 
were frank and pointed. Three major 
objections to , 
raised : 


most meetings were 


Time: Many factory men spend too 
much time making disorganized pres- 
entations. They seem to follow no 
outline at all and ramble. The job- 
ber panel indicated that one hour of 
well-organized material was suf- 
ficient. 


Product: Factory salesmen don't 
know enough about their lines. They 
put too little emphasis on product 
characteristics—facts that help .job- 
ber salesmen sell. 


Data: Too much emphasis is put 
on intangibles at most manufacturer- 
sponsored sales meetings, said the 


| Presentations, Says Jobber Panel 


panel. Instead of mere statistics, job- 
bers want their salesman to know 
how a manufacturer's product is sold. 

Martin E. Goldman, partner, 
Aitkin-Kynett, advertising agency, 
Philadelphia, was moderator for the 
panel which included: Robert E. 
Phelps, Phelps-Roberts Corp., Wash- 
ington, D. C.; Thomas H. Reynolds, 
Youngstown, Ohio; Ed _ Perrault, 
Troy, N. Y.; and Clarence W. 
Guth, Allentown, Pa. 


Bad Start 


Explaining the misteps taken by 
factory men in staging a sales meet- 
ing for jobber personnel, Mr. Per- 
rault says: ““When a factory salesman 
pulls his car up to our front door and 
parks, he’s got. three strikes against 
him. Why? Because any salesman 
worth his salt should know that con- 
venient parking places should be saved 
for our customers. They’re the people 
who keep us in business. They’re the 
people who keep the factory salesman 
in business.” 

Mr. Phelps tells what jobbers 
want at factory-conducted meetings: 
“We expect the man representing the 
manufacturer to give us some good, 
solid recommendations on how we 
can better our business with his prod- 
uct. We don’t want him to tell us 
the same old meaningless figures 
about territory potential and car 
registrations.” 


I—Accommodation for 200 guests, 


2—Food in the best tradition of the French 
Cuisine with a choice of Vintage Wines to 
enhance your meal. 


3—A variety of entertainments such as: 9- 
Hole Golf Course, Swimming Pool, Tennis 
Course, Ski-Tows, Ski School, Horse Shows, 
Aquacades, Fashion Shows by Montreal 


ACROSS THE BORDER 


The Most Outstanding Canadian Year-Round Resort 
THE ALPINE INN AND COTTAGES 
52 MILES NORTH OF MONTREAL 
Welcomes You to This Wonderland of the Laurentian Mountains 
for Your Future Conventions, Meetings or Banquets 


The Picturesque Alpine Inn Can Offer You 


The Alpine inn is a Cardy Hotel which means service, courtesy and com- 
fort. The name of "Cardy" is a byword in the Canadian Hotel Industry. 


Every reason to visit the Laurentian Mountains in the Province of Quebec 
for your next Convention or Meeting. 


THE ALPINE INN WELCOMES YOU 


For information and reservation, apply THE ALPINE INN, 
Ste. Marguerite Station, Que., CANADA 


leading Department Stores, Masquerades 
etc. 

4—Comfortable Lounges with open Stone Fire- 
places and Mount Baldy Room with its 
popular Alpine Style Bar. 

5—A Spacious Dining Room overlooking the 
North River. 

é—Private Room for Meetings. 
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More Events, More Facilities 


Conventions in general and trade 
shows in particular have taken a 
great jump in number during the 
past decade and are still climbing. 
Along with the climb, heavy millions 
are being poured into the industry to 
service these expanding events. 

William H. Uffelman, exhibit 
manager, E. I. du Pont de Nemours, 
Inc., outlined the growth of trade 
shows a talk before the fifth an- 
nual Trade Show Clinic of Exhibi- 
tors Advisory Council, in New York 
City last month. According to Mr. 
Uffelman, EAC’s figures show 400 
trade shows in 1936, 900 in 1946, 
1,989 in 1950 and 2,700 in 1953. 

His outline on the growth of 
shows was preceded by a report on 
the development of new and im- 
proved convention facilities, delivered 
by Roval W. Ryan, executive vice- 
president. New York Convention 
and Visitors Bureau. This is Mr. 
Ryan's report: 


Use of the exposition as a sales medium 
for industry has increased greatly since 
World War Il, as revealed by the build- 
ing of eleven new convention and ex- 
hibition halls throughout the country and 
additions to eight present halls. An up-to- 
the-minute 


survey of members of the 


International Association of Convention 
reveals that three new halls 


have recently been completed; three are 


Bureaus 


under construction; three more have 
been approved and the money is avail- 
able in whole or part; one is in the plan- 
ning stage and one is contemplated. They 
are as follows: 

Completed: Denver, Fort Wayne, 
Syracuse 

Under Construction: Columbus, Ohio; 
Des Moines; Omaha 

Approved: Chicago, Detroit, New York 
City 

Planned: Vittsburgh 

Contemplated: Los Angeles 

Eight cities are listed in the category 
of improving present auditoriums or ex- 
position halls, or adding to them. They 
are: 

Completed: Miami Beach 

Under Construction: Cleveland, Kansas 
City 

Plans Approved: Grand Rapids; Long 
Beach, Cal.; Philadelphia; Toronto 

Contemplated: San Francisco 

This construction program is proof 
of the increased use of the exposition as 
a selling medium. 

Axel H. Reed, president, International 
Auditorium Managers Assn., is authority 


for the statement that the majority of 


MORE EVENTS, MORE RECORDS: Sales Meetings maintains a battery of visible-record 
files in its Research Department to keep track of conventions and trade shows scheduled | 
in the United States and Canada. An average of 400 new dates are entered each week 
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OFFERS 


Miami Beach's 
Finest Convention Facilities 


500 air conditioned rooms all located 
| block from Auditorium. Meeting rooms, 
finest dining facilities and unmatched 
resort features. The best at moderate 
costs. 


Write Wolf Muller, Sa/es Director 
c/o Shore Club Hotel, Miami Beach, Fla. 


phone 58-781! 


Shore Club Hotel 


19th St. and Ocean 


Shelborne Hote! 


18th St. and Ocean 


17th St. and 
Ocean 


alle 


fa 
HOTEL 


LASALLE AND MADISON 


CHICAGO 


Teletype 
CG 28 


@ Complete facilities adaptable to 
any type of function 

@ Personalized attention to 
every detail 

@ Convenient to railroad terminals 

@ Located in the center of 
downtown Chicago 

@ Gracious, modern otmensiese. plus 
traditional LaSalle hospitality 

WRITE FOR ROOM CHARTS, FLOOR PLANS AND FULL DETAILS 


A.M. QUARLES M.P. MATHEWSON 


File under 


TRANSPORTATION 


Your convention 
SPECIALISTS 


Best equipped to serve you 


in the major cities of America 


Wherever you meet, Gray Line is 
ready to serve your group transpor- 
tation needs — with unmatched ex- 
perience and equipment (Charter 
Buses, Limousines, U-Drive Cars). 
And rates are right! 


H J. Dooley, President 

GRAY LINE ASSOCIATION 

10 N. LaSalle St., Chicago 2, UW. 
I'd like FREE dota file on group transportation. 


Name. 


$$ 


Send coupon for FREE complete file of rates 


Address. 
and information on service everywhere. 
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Meet ona 
| Tropical Island Paradise— 


7 


just 15 minutes from downtown Miami 


Ocean Beach 
Golf Course 
Two 


Swimming Pools 
Tennis Courts 
Ocean Fishing 


* 
KY BIS 
¥ 
Write for beautiful color brochure r 


YN E 


REY BISCAYNE 


Director of Sales and Conventions " MIAMI 49. FLORIDA 
ad 


The onarch of 


Convention Hotels 


\e \\ \\\ \\ 
\ on the Boardwalk 
ATLANTIC CITY 


50,000 square feet of exhibit space on one floor « 
Private meeting rooms accommodate up to 1000 persons « 
700 luxurious outside rooms « Closest to Convention Hall. 


Write for Brochure or Telephone Atlantic City 5-414] 


the members of his association manage 
halls which have enjoyed increased 
revenue since the war, and a very large 
part of this increase is due to the in- 
crease in the exposition business. There 
are 100 members of IAMA. 


Cities Report 


Cities that have reported on new 
facilities in the survey conducted by 
International Association of Convention 
Bureaus are these: 

Atlanta: Two Atlanta hotels have 
added or plan to add extensive exhibit 
facilities. Atlanta Biltmore Hotel re- 
cently completed an exhibit hall of 14,000 
sq. ft. Dirkler Plaza Hotel expects t6 
begin construction January | on a hall 
that will have approximately 15,000 sq. ft. 
Floor plans, however, are not available 
at this time. 

Chicago: A new Convention and Ex- 
position Center is to be built in Chicago. 
This was accomplished by special state 
legislation last spring. The Legislature 
passed companion bills; one authorizing 
the Chicago Park District to build such 
a building; the companion bill was an 
appropriation of $5,700,000 with which 
to start the project. This money comes 
from a specia! fund administered by the 
Department of Agriculture of the state 
and comes from 1% tax on pari-mutuel 
bettins at the flat or running tracks in 
the state. 


Site Not Chosen 


Chicago Park District has approved 
a non-profit corporation, Chicago Park 
Fair Corp., as the body to construct and 
operate such a building. The site has not 
yet been chosen and neither have plans 
been drawn. It is expected that this project 
will be underway soon after January 1. 

Cleveland: Main arena of Cleveland 
Public Auditorium, with a seating capacity 
of 16,500, and clear floor space of 29,769 
sq. ft., is being completely air-conditioned. 
Music Hall in the same building, which 
is a theater-type meeting room with a 
seating capacity of 3,000, is also being air- 
conditioned. Both projects will be com- 
pleted in the fall of 1953. 

Since the Cleveland Auditorium is a 
municipal building, special legislation 
was necessary to secure funds to do the 
work. It is estimated that the total cost 
for both rooms will exceed one-half 
million dollars. : 

Columbus, Ohio: New Veterans Memo- 
rial Building is now under construction 
and should be available by the summer of 
1955. It is located three blocks from the 
center of town on an ll-acre tract of 
land which assures plenty of parking 
space. 
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HOTEL + POOL 
CABANA CLUB 


on SALES MEETINGS! 
..and we are experts on 
sales incentive programs! 
WE'VE GOT NEWS FOR YOU 
about both! Write to: 


“Dick” Frey, Executive Sales Manager 


OR CALL 
N.Y. Office: Circle 5-6727 


6551 COLLINS AVE. 
MIAMI BEACH 


Phone 
86-8721 


Spwf 
Sowice 


TO ASSURE A 


Successful 


CONVENTION! 


Information? Please write: 
Shepard Henkin, Director of Sales 


HOTEL 


GOVERNOR 
CLINTON 


15 public meeting rooms to accom- 
modate 10 to 350 
1200 outside rooms with bath, circu- 
lating ice water, Servidor and radio. 
7th Ave. at 31st St. (Opposite Penn Station) 
NEW YORK CITY 
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Memorial Building will have an audi- 
seat 4,000 persons and a 
modern stage. Directly beneath the audi- 
torium will be an exhibit area of 40,000 
sq. ft. Many small meeting rooms will be 
included in the building. A sports arena 
to seat approximately 10,000 persons is 
being contemplated on the 
adjacent to the auditorium. 


torium to 


same _ site 


More Exhibit Space 


On July 1, Hilton Hotels Corp. took over 
the active operation of the 1,000-room 
hotel, formerly known as Deshler-Wallick. 
Extensive alterations of its private din- 
ing and meeting room space are under 
way and they have plans to provide more 
and better exhibit space for conventions 
and trade shows. 

Denver: A new $34 million addition 
was completed to the Denver Municipal 
1952. This new 
structure connects with the former audi- 
torium and provides an additional 65,400 


Auditorium, September, 


sq. ft. of exhibit area on two levels. Jt 
was constructed and fully equipped for 
trade shows and conventions. The Arena 
seating for 7,500; the 
Theater 3,300. Seven meeting rooms range 


in capacity irom 65 to 125. Drive-in and 


has permanent 


loading facilities are available as well as 
elevator service. Floor load in Exhibition 
Hall is unlimited and on Arena floor is 
100 Ibs. per sq. ft. This new building is 
air-conditioned and has catering kitchen 
It is located eight blocks from 
the major hotel center. 

This past spring Des 
Moines entered into construction phases 


facilities. 
Des Moines: 


of providing a new convention hall. Build- 
ing is being financed through issuance of 
bonds totaling $5,240,000, which includes 
cost it does not 
include a considerable amount of work 
on grading and paving to be done by the 
city street department in return for haul- 
ing of excavated materials to strengthen 
river levees. 


of grounds; however, 


Scheduled 1955 


Completion is currently scheduled for 
early 1955. Building is under control of a 
non-paid-five-man commission. It is lo- 
cated three blocks from one of the largest 
hotels in the city, and six blocks from 
what is considered the actual heart of 
the retail district. 

The building will have 96,300 sq. ft. of 
exhibit space. The Arena will seat 13,599 
persons and there will be 50 smaller 
meeting rooms of various sizes. 

Detroit: Preliminary plans have been 
approved for Convention and Exhibits 
Building. Probable completion will be 
late 1956 or early 1957. 
Center on Detroit 


Location: Civic 


riverfront, directly 


e sales meetings are GREAT at 


COMPLETELY AIR CONDITIONED 


HISTORIC 


ceLdccans NIA 


A distinguished 
setting for 
mectings 
conferences, forums 


For groups of 10 to 300 persons beau- 
tiful Williamsburg offers conference 
delegates and their families an oppor- 
tunity of combining business with an 
enjoyable holiday in this uniquely re- 
stored community. Here, where great 
patriots proclaimed our American faith 
there is something of interest for ev- 
eryone—tours through the Governor’s 
Palace, the Capitol and other famous 
exhibition buildings, 18th century gar- 
dens, golf, tennis, cycling. 

Fine cuisine, excellent accommoda- 
tions and true Virginia hospitality con- 
tribute greatly to the s er ss of every 
meeting held in Williamsburg. 


Williamsburg Inn & Lodge 


For descriptive booklet and information write: 
Grant M. ee Te One Inn, Williams- 
rg, Va. or cal Res Off., Circle 6-8896. 


SQA | adjacent to downtown business and hotel 
district. Preliminary plans call for audi- 
torium to seat 14,000; principal exhibit 
area 302,000 sq. ft. with movable parti- 
tions that will permit simultaneous use 
of three areas of 100,000 sq. ft. each. 
Storage space is 80,000 sq. ft. Thirty 
small meeting rooms will seat 100 to 
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DESIGNED WITH MEETINGS IN MIND... 


ft tl 


if. 
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\ 3,500. Ten or more committee rooms, 
Miami Beach’s NEWEST Luxury Hotel | offices and cafeteria for 2,000 are included. 
Roof area will constitute helicopter deck 


Featuring a Convention Ball Room with banquet facilities for over 800 per- or parking for 1,100 cars. Railroad siding, 


> 
sons...4 additional Meeting Rooms—Special Display Areas— Penthouses... truck docks to both major exhibit areas 


and truck access direct to floor of ex- 
hibit areas are planned. Lower Exhibit 
Area: on ground floor, 100,000 sq. ft.; 
unlimited floor load; posts at 60 ft. 
centers; ceiling height 20 ft. 

Fort Wayne: New $3 million Memo- 


- for pleasure: 


Huge salt-water swimming pool... private 
beach... night club... fully equipped “Turkish 
Bath... . complete entertainment program. 


.-.and for convenience: 


Ideal oceanfront location convenient to golf 

. racing ... deep sea fishing ... shopping. . ep tee : ; 
theatres and night clubs... Completely Air \ rial Coliseum, dedicated last year, has 
Conditioned with individual thermo control become the center of many convention 


ee a in every guest room. | meetings. Seats 10,3550 persons in Audi- 
oF Write for Color Folder and Convention Specification Sheet: torium and has eight smaller meeting 
—— Ledyard Gardner —Sales Manager N 


; rooms. Total exhibit space available ap- 
men ON THE OCEAN— 43rd te 44th See Beach, Florida proximately 75,000 sq. ft. 


QygaesSS= WA AXGG{E¥EF Grand Rapids: City is contemplating 
us extending the exhibit space of which it 

* now has 44,000 sq. ft. so that it might 
. cain have room for storage of exhibitors’ 
UN R I vAt ? | crates. It plans to install a sidewalk 
| elevator so that with a convention com- 
ing in and another going out they will 


Mount Wasmixeroy J} 0 "ne 


Broke Ground 


BQQQ 


Kansas City: On December 1, Kansas 
City broke ground for a new municipally 
owned, but privately operated, parking 
garage on three levels which will provide 
space for 2,000 cars on the block across 

" % the street from the Municipal Auditorium. 
erg tet : ie . The garage will provide under-ground 

‘ 4 passage ways from two hotels and a 
drive-in ramp from Exhibit Hall, Muni- 
cipal Auditorium. The latter alleviates 
in and out confusion that goes with the 
move-in of a show of any size. 

Last year the Muehlebach Hotel com- 

7 pleted its new grand ballroom which is 
x ¥ | available for exhibits. The ballroom is 


' —\WN WWW . square, contains 6,400 sq. ft. and serves 


SacRamEnta | : 


Cobipornias Capilal oe > ¥ | To Add Hall 


Long Beach: Plans are well along for 
Long Beach, Cal., to start construction 
soon for an addition to its auditorium in 
+, Saus <2 a — the form of an arena-type hall to seat 

Meetincs See : 12,000 people. At present the city has one 

Taave Snows . hall that seats 4300 with a complete 

Expositions : : owe ° A stage; a concert hall that seats 1,400 

soe Tope btw Hoepilalily and dawice persons; an exhibition hall which has 

Our services and facilities will surprise you . . . Contact only 27,000 ft. of exhibit spece. The ex- 


RAY J. KRONEMEYER hibition hall sets up with a portable 


Exec. V. P. and Gen. Mar., Sacramento Convention stage, curtains and lights, to seat up to 
Bureau 


Sacramento 14, California Glibert 2-2978 3,000 people. On the mezzanine floor are 


New 
Hampshire 


Oscar T. Johnson « Managing Director 
Reservation Office * Phone Bretton Woods 1000 
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SUCCESSFUL 
CONVENTIONS 


We specialize in them. Meet 
here, where the atmosphere and 
facilities will help you get things 
done. Numerous charming meet- 
ing rooms, from the St. Denis 
Room—seating 400—to smaller 
Ones for groups of 25 to 100. 
Make luxurious, modern Hotel 
Dennis your base of operations 
for enjoying all the pleasures 
this peerless resort affords. We're 
just three minutes up the Board- 
walk from Convention Hall. 
Write today for full information 
and our convention brochure. 
Or telephone your reservations 
to Atlantic City 4-8111. 


Motel DENNIS 


Boardwalk at Michigan Avenue 


ATLANTIC CITY 


HOLD YOUR CONVENTION IN 
Year ’Round 


“Indian Summer’ 
CLIMATE AT THE 


Ore | S. 


AUGUSTA, GEORGIA 
“Golf Captial of the Nation” 
The South's finest facilities 
for conventions 
@ ALL PUBLIC SPACE 
AIR-CONDITIONED .. . including 
@ all restaurants, cocktail lounge, 
lobby, meeting rooms and most 
guest rooms. 
@ 400 rooms with bath 
® Spectacular, outdoor swimming 
pool 
® Golfing privileges (five minutes’ 
walk from hotel) 
For information write: 
Harold Lieberman, General Manager 


mi 
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several committee rooms that seat from 
50 to 250. 

Miami Beach: There have been no 
major changes in the Miami Beach muni- 
cipal auditorium since its completion in 
1950. However, in order to augment 
exhibit space, the city has laid down a 
concrete floor directly adjacent to the 
auditorium. This floor may be covered 
by a tent arrangement. Several national 
organizations have used this additional 
space for extra exhibit area. This con- 
crete area is 340’ X 180’. 


New Hall for N. Y. 


New York: Court of Appeals of New 
York has cleared way for construction of 
$20 million Coliseum at Columbus Circle, 
59th Street and Eighth Avenue. Site ex- 
tends from 58th Street to 60th Street 
and makes necessary the closing of 59th 
Street west of the Circle. Preliminary 
plans call for auditorium to seat 25,000, 
exhibit space to total 225,000 sq. ft., plus 
storage space for crates and a number 
of smaller meeting rooms. Building is to 
be constructed by Triborough Bridge and 
Tunnel Authority, under direction of 
Parks Commissioner Robert Moses. Site 
is in the midtown area convenient to 
the hotels, Grand Central Terminal, and 
Penn Station and is at the Southwest 
corner of Central Park. 

Omaha: New Municipal Auditorium is 
just about completed. It is on a four square 
block area in the heart of the City, just 
two blocks from a leading hotel and one 
block from Convention Bureau office. 
Structure will include a Music Hall with 
a seating capacity of 2,640 persons, an 
area with a permanent seating capacity 
in the galleries of 6,800 persons and 
temporary seating on the arena floor of 
2,500, or a total of 9,300 persons. 


The Assembly Room will seat 750 per- 
sons. The exhibit floor contains 72,000 
sq. ft. Services provided in the exhibit 
area contemplate ali the known require- 
ments such as heavy wiring, water, steam 
and electrical outlets. 


Air Conditioning 


Philadelphia: In the November, 1953 
Philadelphia Municipal Elections the 
voters approved a series of municipal 
loans, included in which was an item 
appropriating $1.6 million for air-condi- 
tioning Philadelphia Convention Hall. 

Work will begin January 1, and is ex- 
pected to be finished within the calendar 
year of 1954. The system to be installed 
is a year-round air-conditioning system, 
and will include air-conditioning in the 
Auditorium, all meeting rooms in Con- 
vention Hall Building, North Exhibition 
Hall (36,500 sq. ft.) directly below the 


Miami Beach 


Conventionland U.S.A. 


New air-conditioned Municipal 
Auditorium seats 4,500 
e@ Offers new approach to conven- 
tion success 


e Greatest concentration of new 
hotels in the world 


29,000 hotel rooms 

Fine restaurants 

Famous shopping centers 
Delightful weather year-round 


Reduced rates for spring, 
summer and fall conventions 


For information, write: Tom F. Smith, Dir 
Miami Beach Convention Bureau, 400 14th St., 
Miami Beach 39, Fla 


This Message is Prepared and Published 
by the City Government of Miami Beach 


San Francisco's 
finest and 

most complete 

Convention Facilities 


Renowned for 
wis cats. 
convention fac 
exquisite ro. 
and appointments 
Superb cutsine.and 
entertainment 


700 ROOMS 


PAL. ACK 
HOTEL 


SAN FRANCISCO 


4 Edmond A. Rieder, General Manager 


TELETYPE SF-706 
TELEPHONE EXBROOK 2-8600 


26 STORIES 


ahh kttck tick tittKKKKk 


They Come te 


New 
York 


OM every whe 


to enjoy the 
Value, Comfort and 
ae of the 


— : 


BROADWAY at 55th STREET 
Ideal accQ@mmodations 
for 800 guests 


Private b&ths, showers 
and radiaé. Television! 


ed kk kkk 


400 OUTSIDE ROOMS 


Auditorium, restaurant and all space in 
Convention Hall Building. 

Minor structural changes have been 
made so that on the ground-floor level of 
Convention Hall and its adjoining Ex- 
hibition Halls, 210,000 sq. ft. of unlimited 
floor-load space is now available on one 
unbroken level. On the Auditorium floor 
immediately above, another 55,000 sq. ft. 
of space is available. 

Pittsburgh: This city is planning a 
Civic Sports Arena and Convention Ha}! 


| to be finished in 1958. Preliminary plans 
have been completed and city is in the 


process of acquiring land. 

Syracuse: Onondaga County War 
Memorial Building has provided Syra- 
cuse with a community center for all 
types of activities. It is designed for large 


meetings. Seating capacity for conven- 
tions is 9,000. There are no pillars or posts 
to obstruct the view from any place in 
the main auditorium. Additional meeting 
rooms of various sizes for up to 500 per- 
sons are located throughout the building. 
In addition the lower level provides 
48,000 sq. ft. of exhibit space. War Memo- 
rial Building is located within three 
blocks of all major hotels and adjacent 
parking areas accommodate over 2,500 
cars. 

Toronto: Proposed new space is a re- 
designed Sheep Building with 52,000 sq. ft 
In project form is a new Education and 
Music Building. Amount of show space 
is still indefinite. The main features of 
this building will be an auditorium to seat 
1,500 and associated committee rooms. 


SELLM 


What the "Doctor" Ordered 


Armed with a stethoscope and clad in a surgeon’s gown, J. Gordon 
McKinnon dissects a sales plan for American Cranberry Exchange, 


New Bedford, Mass. Mr. 


McKinnon shows the audience the in- 


gredients that go into operation “Sellmor.” 
Showmanship displayed at the Eatmor Cranberry meeting is dic- 
tated by the type of advertising and promotion to be presented and 


by type of audience. 


which have little more than a two-months’ 


It is important in selling fresh cranberries, 


sales season, to insure 


interest and cooperation of the trade. 

Also present at the meeting was Cranberry Dan, a 47-inch midget, 
costumed to represent the Eatmor Cranberry man trade-mark. His 
entrance was made to the accompanying sound of breaking phono- 


graph records. 


Another dramatic highlight w as the introduction of a girl wearing 


a banner asking, ““What’s My N 


Jame?” She will be featured in Eat- 


mor magazine and newspaper advertising. ‘The public is invited to 
give this cranberry girl a first and last name in a prize contest. 
Winner will receive a 1954 Cadillac. 

To interest dealers and distributors, a prize for window and store 
interior displays featuring Eatmor Cranberries is offered. At the 
close of the meeting, the cast threw out plastic golf balls to the audi- 
ence—each redeemable for a silver dollar. 


50 00 
hadi $3 SIN 5 C UBLE 
{OOO YO Ca Cg ae 


SM/JANUARY I, 1954 


OVERFLOW: When space in 
automotive section of New 
York Export Show was filled, 
this exhibit, a refuse collec- 
tor, produced by City Tank 
Corp., Corona, N. Y., was 
parked in the street. It's the 
first time New York City offi- 
cials gave permission for an 
“exhibit” in the street—a no- 
parking street at that. 


International Show Idea Still Alive 


While this country has no show to 
compare with foreign international 
trade fairs, the trade fair idea is kept 
alive with a small show in New York 
City. First New York Export Show, 
staged in November, had 100 ex- 
hibitors who represented 200 Ameri- 
can manufacturers’ lines. 

Foreign buyers were invited to at- 
tend this event and 36 countries were 
represented among visitors. Exhibits 
covered soft goods and_ industrial 
equipment — including construction, 


automotive and electrical products. 


Reverse of the Export Show will 
be New York Import Show, sched- 


uled May 17-20. At this show foreign 
lines will be displayed for American 
buyers. 
general public will be invited to the 


In addition to buyers, the 


Import Show to see new 
products. 


Show management for both these 
events is International Trade Shows, 
New York City. Gottfried Neuburg- 


er is show manager. 


foreign 


HERE’S 2 EXCELLENT LOCATIONS 


for your Trade Show—Sales Meetings— Conventions ! 


Your choice of two famous 
hotels on fine highways — The 
Cavalier at Virginia Beach on 
Ocean Highway — The Jefferson at 
Richmond, Virginia just two blocks 
off U. S. Highway No. 1. 

Offering you every convention 
facility . . . handsome conference 
rooms spacious auditoriums 

. public address system... 


33 
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beautiful banquet and lovely guest 
rooms ... delicious food 

traditional hospitality and service 
... plus something that makes every 
convention better — the prestige of 
a nationally- 
known, respec- 
ted meeting 
place. Write 
for details! 


CAVALIER-JEFFERSON 
CORPORATION 
Virginia Beach, Va. 
Richmend, Va. 

Sidney Banks, President 


The Coquina has its own private 
beach where guests may enjoy 
luncheon and cocktails as they 
bask in the sun plus the added 
convenience of an 18-hole golf 
course at the door. 


Ci 


Tk» COQUINA 


ORMOND BEACH, FLORIDA 
Mrs. Walter Bovard, Owner-Manager 
NEW YORK RESERVATION OFFICE: 


630 FIFTH AVE., CIRCLE 6-6820 


ON THE GULF COAST... 


CONVENTION FACILITIES 


for your next 


SALES MEETING 


A luxurious air-conditioned re- 
sort hotel specializing in conven- 
tions . . . finest meeting and 
banquet room in the south seat- 
ing 1500... experienced con- 
vention staff trained to handle 
a “package” convention for you. 
Conveniently located between 
New Orleans and Mobile. Write 
us for more detailed information. 


Jimmie Love, Gen. Mgr. 


OVERLOOKING THE GULF OF MEXICO 


EXHIBITOR'S CALENDAR 


Major Expositions, Fairs and Trade Shows as Announced for the Next Four Months. 
For Complete List of All Events, Consult Convention and Trade Show Directory. 


Advertising 


Midwest eee ge Assn. 
Feb. 21-22 ‘54 M 


Cc , S 
sre ; 


Advertising Specialty Institute 
Ma A c Ch j Atte 
+e e. 


7 Pir 


Point of Purchase By rns gare ial 


Mar 


Agriculture 


Southwest Ga. Fat Cattle Show & Sale 
on. 5-6 ‘54, Albany, Attend.—200 

M. Shackelford, City Gin & Mill 
Albany, Ga 


r 


Galen Agricultural Meeting 
5.7 '54 Worcs ° 


Pennsylvania Farm Show 
an 11-15 54. Har 


IR. McCu 


National Turkey Federation 
an. 13-15 'S4 Milwaukee, Attend.—2 
Small, P. O. Box 69, Mt. Morr 


Ontario Soil & Crop Improvement Assn. 
2. 19-22 ‘54, Toronto, Attend.—3.00C 
A. H. Martin, Parliament Bldg., Torontc 
C Canada 


Boston Poultry Show & Country Life 
Exposition 

Jan. 19-23 '5S4, Boston, Attend.—4( 
Paul Ives, 39 Church St New Haven 


South East Poultry & Egg Assn, 
lan. 25-27 ‘54. Atlanta, Attend.—2.500 
R. F. Frazier, 615 E. Franklin St., 


chmond 
Va 


S. W. Exposition & Fat Stock Show 

Jan. 29-Feb. 7 ‘£4. Ft. Worth Attend 
300,000 

W. R. Watt, P. ©. Box 150, Ft. Worth, T 


Houston Fat Stock Show & Livestock 
Exposition 


Feb. 4-13 ‘54, Houston, Attend.—275,000 
Houston, 


Herman Engle, Commerce Bldg., 
Texas 


90 


United Fresh Fruit & Vegetable Assn. 
Feb 7-14 Chicaao. Attend.—!,500 


777 14th St, N.W., Wash 


s, 


Institute American Poultry Industries 


54, Kansas City, Mo., Attend 


Watermelon Growers & Distributors Aas. 
Feb 18-2C 54 Houston Attend.—3 


yu 


Parrish, Ade 


rewagey Fat Stock Show 
Mar. 1-£ '54, Amarillo, Attand.—5,000 
Wm c uldy, 2nd & Tyler Sts.. Amarillo 


xa 


South Plains Jr. Fat Stock Show 
Mar 15 17 54 Lubbock, Texas 
20,000 


Attend. — 


P.O. Box 561, Lubbock, Texas 


Grand National Jr. Livestock Exposition 
Apr, 10-15 '54, San Franc Attend.— 
26,000 

Nye 


Apparel, Fashion & Textile 


National Retail Dry Goods Assn. 
Jan. 12-15 '54, New Y 

M. H. Landau, Mar. * an 
New York, N. Y. 


international Assn. of Clothing Cesigners 
Jan. 22-25 '54, Chicago, Attend.—500 
Exec. Secy., 12 S. 12th 


Wholesale Dry Goods Institute-Merchandise 
Exposition 

Jan. 23-26 '54, New Yerk, Attend.—2,000 
Claop & Poliak Inc., 341 Madison Ave., New 
York 17, N.Y. 


Millinery Displayers Assn. 

Jan. 25-29 ‘54, Chicago, Attend.—|!,000 
Mathew S. Gieres, 515 Briar Place, Chicago 
14 Ill. 


National Cotton Council of America 

Feb. |-2 ‘54, Atlanta, Attend.—800 

Ernast Stewart, Pub. Rel. Mar., P. O. Box 18 
Memphis, Tenn. 


Custom Tailors & Designers Assn. of Amer. 
Feb. 7-10 ‘54, New York, Attend.—400 
D. Hunter, 400 Madison Ave., New York 17, 
i 


Allied Linens & Domestic Assn. 
Feb. 7-12 ‘54, New York, Attend.—1!I,200 


Herbert Swann, 420 Lexington Ave., New 
York, N. Y. 


National Assn. of Retail Clothiers & 
Furnishers 

Feb. 21-24 '54, Chicago, Attend.—2,0 

Louis Rothschild, Exec. Dir., 1007 M unsey 
Bildg., Washington 4, D. C. 


International Assn. of Garment Mfrs. 

Feb. 27-Mar. 3 ‘54, New York, Attend. 
Leon M. Singer, Exec. Secy 

New York 16, N. Y. 


Knitting Arts Exhibition 
26-30 ‘54, Atlantic City, Attend.— 


332 Park Square Blda., 


American Textile Machinery Exhibition 

Aor. 26-May | ‘54, Atlantic City, Attend. 
—-+8,000 

Albert C. Rau, Mar 
Bc ton, Ma 


, 332 Park Sq. Bidg., 


National Retail Dry Goods Assn. Credit 
Management 

Apr. 27-29 '54, Ft. Worth, Attend.—400 

A. L. Trotta, 100 W. 31st St., New York 1, 
N. Y. 


Linen Supply Assn. of America 

Apr. 29-May | ‘54, Chicago, Attend.—825 
H. V. Hedeen, 22 W. Monroe St., Chicago 
3, Ul. 


Arts 


American Society of Photogrammetry 
Jan. 25-26 '54, Washington, D. C., Attend. 
—900 

C. E. Palmer, Secy., 1000 IIth St., N. W., 


Washington, D. C 


Ohio Industrial Arts Assn. 

Mar. 25-27 '54, Columbus, Attend.—|!,000 
Wm. R. Mason, 1380 E. 6th St., Cleveland 
14, Ohio 


Eastern Arts Association 

Mar. 31-Apr. 3 ‘54, New York, Attend.— 
1,200 

Vincent A. Roy, Conv. Mgr., 215 Ryerson 
St., Brocklyn, N.Y. 


Automotive 


National Automobile Dealers Assn. 

Jan. 8-13 '54, Miami Beach, Attend.— 
13,000 

Ray Chamberlain, Cenv. Mgr., 1026 I7th 
St., N.W., Washinaton, D. C. 


Society of Automotive Engineers 

Jan. 11-15 ‘54, Detroit, Attend.—3,000 
Wm, W. Milne, Mar. Dir., 29 W. 39th Sty 
New York 18, N, , # 
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Automotive Sommary Mfrs. of America Distelhorsf, V. P. . LaSaile St., Monument Builders of America Inc. 
8-11 “54, Ch 30, Attend.—| I Chicago, Ill. Feb. 3-6 ‘54, Atlanta, Attend.—600 


Ferman L. Eriichman, 20 E. He vt. . &. Green, V. P., 20 ©. Jack 
5 
F 


delphia 44, P J : . ee ae 
: National Assn. of Bank Auditors & Neaide 
Comptrollers—Eastern Reg. 
Canadian Automotive Wholesalers’ & Apr. 25-28 '54, Richmond, Va. National Concrete ey Assn. 
ar egene ge Assn. D. 8. Cochard, Exec. Secy., 38 S 


Plaza Bidg., Ot 


rong cy Bankers Assn. 


or. 28-30 C4 De a+r ¢ . 
‘ : : oe ks ; A Inc. 
Pacific Automotive Show Ben DuBois, Sauk Centre, Minn ree Reve aah hpi 

Mar. 4-7 ‘54, Seatt A++, j 00 2b 9-2U Dies 1ceg id 
ey Menge? ‘ gy = , _P. Ahearn, 1325 E St. N.W., Wa 
5 15. Calf } Bhi: a Barber, Beautician & Cosmetics 


Midwest Beauty Trade Show National Established Roofing, Siding & 
Mar. 7-9 ‘54. Chicaco, Attend.—!0,00C Insulating Contractors Assn. 
~»sci ge Tee Columbus D. Behen, Bus. Mor, 139 fh Feb. 22-24 '54, New York, Attend 


. Cleary, Ge Mar., 35 E. Wacker sg rhea , . C. N. Nichols, Mng. Dir, 12 E. 4 


Chicago Automotive Show 
~ Vilar n c x), 


Internaticnal Barber & Beauty Show 
Banking, Credit & Finance Mer. 8 ‘ '54 hag York, Att end —30,000 Business & Management 
anh yrne, | . 44th St. New Y 
, iG, %. Tt. h 
National Assn. of Mutual Savi.gs Banks oe 2828 sh Chicaga, Aiton — 
Audit & Control : Cc) a gs 9 
Feb. 8-9 '54, New York, Attend.—600 Hairdressers Conv. & Beauty Trade ary =." ak * ae 
| Hand +. Secy., 60 E. 42nd St Exhibition Ave., New York 17, N. Y. 
Mar. 15-17 ‘54, Toronto, Canada 
—2,500 Exposition of Science &. Industry— 
; Edw. H. Lance, 24 Gore St., Hamilton, Ont Regional Mtg. 
1° io Bankers Assn. Installment Credit Canada Apr. 18-22 '54, Lubbock, Texa 
ont. . L. Taylor, Secy., 1515 Ma 
Mar. 22-24 ‘54, Chicago, Attend.—!,200 ve. N.W., Washingtcn, D. C. 
W. B. French, Deputy Mar., 12 E. 36th St. Building & Bui'ding Materials 
lew Yor Y ° 
" witli mati Management Conference—Pacific Coast 
Canadian Institute of Surveying 9. 
American Savings & Loan Institute— Jan. 28-30 ‘54, Ottawa, Attend.—40C , * 2\ h ded Berkeley, Attend.—50C 
Spring Meeting W. 1. Macllquham, 41 Grove Ave., Ottawa tt Van Every, 2180 Milvia St.. Berkeley, 
Mar. 23-27 '54, St. Louis, Attend.—600 Ont., Canada 


Get the Complete List of Events 


Biggest Directory of Coming Events in Business and Industry Now Available. 
This quarterly Reference Yolume for Sales Executives Has a Dozen Uses. 


Available to Sales Management Subscribers Only. 


1, 49 ? Events Listed in 4 Big Quart 8 ly Issyes— $5. 0 0 4 year 


January Issue 


CONTAINS 1954 DATES 
AND FACTS ON... 


FAIRS 

TRADE SHOWS 
EXPOSITIONS 
CONVENTIONS 
CONFERENCES 
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Subscription Department For SALES MANAGEMENT 
SALES MEETINGS Subscribers Only 

1200 Land Title Building 

Philadelphia 10, Pa. 


Please enter my subscription to Directory of Conventions and Trade Shows— 
issued quarterly at $5.00. | am a subscriber to SALES MANAGEMENT. 


Name: 
Company 
Address 


CON vee < : _— Zone .... State 
[) Check Enclosed C) Bill on Shipment 


iT) trTrtrtrtrtitrtittstetststesssasas | 


Cemeteries & Funeral Directors 


Funeral Directors Assn. of Arkansas 
As 28-30 C4 t41n PD 


Chemistry 


National Ee Supply Assn. 
Ma 21-24 Chicage 
Kelly, Exec. V. P.. 139 N 


American Chemical Society 
Mar. 23-Apr. | ‘54 
Attend 


Kansas 


6th St. N.W 


Assn. of Consulting Chemists & Chemical 


Engineers Inc. 
?7 "54 New Yerk 
A. B. Bowers. Dir f Put 


New York 17, N. Y 


Chiropody 


Mid-West — Conference 


rf 
Clark ~~) 


A+tend.—1.500 


S+ 


Mo. 


Wash 


Mar. 16-19 Chicago, Attend.—60 


P - £ 
sck Stern, 25 E. Washinaton St 


National Assn. Chiropodists—Region #3 
Ar May 54. Atlant ty Atte 


Cleaning-Dyeing & Laundry 


Notional Institute of Rug Cleaning 
6-18 ‘54. Miami. Attend 350 
F 909 Burlinaton Ave 
Md 


National Institute of area & _Oveing 
: Hend 


Mar. 11-15 
OC 
rbert J. Bera 
ngs, Md 


54. Wast 


nd.- 


Laundry & Cleaner Allied Trades Assn. 


Apr. 27-May 
tend —400 

~ ~ Jackson 
6, N 


54, Colorado Sprin 


Coal & Petroleum 


lowa Indpt. Oil Jobbers Assn. 

Feb. 17-18 ‘54, Des Moines, Attend 
Lyle Munson O10 Liberty Bldg., 
Moines 9, lowa 


Ohio Petroleum Marketers Assn. 
Mar. 16-18 ‘54, Columbu Attend 
Clyde E. Wallingford eC 


Long St., Columbus 15, Ohic 


IIlinois Petroleum Marketers Assn. 
Mar. 17-18 ‘54, Chicas 
E. Keith Edwards, Exe 
B a 3 Spr nafie d, | 


Liquefied Petroleum Gas Assn. of Nebraska 


Apr. 5-7 '54, Omaha, Attend.—250 
Freamont Meyer 628 Leelome 
Omaha 2, Nebr. 

Petroleum Industry Electrical Assn. 


Apr. 6-8 '54, Dallas, Attend.—-1,200 
F. Seise!, Box 2819, Dallas, Texas 
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Attend.—80 
Secy., 708 Fergus 


700 


A 


Vv 


Bidg 


Amarican Oil Chemists Society—Spring 
Meeting 


of Petroleum Geologists 
Louis, Attend.—3,500 
s. Mar., Box 979, Tulsa 


American Assn, 


Containers 


American Management Assn. National 

Packaging Exposition 

Apr. 5-9 '54, Atlantic City, Attend.—5,000 

Clapp & Poliak Inc., Show Maprs., 341 Madi 
n Ave., New York 17, N. Y. 


Decorating & Decorating Supplies 


Painting & Decorating Contractors of 
America 


Fed. of Paint & Varnish Production Clubs— 
Southern Reg. 

Mar. 3-5 '54, B 
E W. Frew. P. 


Attend.—500 


xi, N 
O. Box 188, Decatur 


Dental 


American Assn. of Endodontists 

Feb. 6-7 ‘54, Attend.—400 

V. B. Milas, Secy., 2559 W. 63rd St., Chi- 
-ago 29, | 


co 
Chicaco 


Chicago Dental Society 
Feb. 7-10 ‘54, Chicago 
Kar! S. Richardson, Exec. Secy 
yan Ave., Chicago 2, IIl 


Attend.—12,000 
30 N. Michi 


Education 


American Alumni Council—Dist. #1 
Jan. |i-13 ‘54, Northampton, Mass., Attend. 


C. Bennett, Colby Jr. College, 


National Audio Visual Assn. Inc. 
Jan. 21-23 ‘54, Biloxi, Miss., Attend.—2,500 
Don White, V. P., 2540 Eastwood Ave., 


Evanston, Ill. 


Western College Placement & Recruitment 
Officers Assn. 

Jan. 21-22 '54, San Jese, 
250 

Eugene W. Dils, Pres., 
Stanford, Calif 


Calif., 


Attend.— 


Stanford Universit 


National Citizens Committee for Public 
Schoois 

Jan. 29-30 
J. W. Heim 
36, N. Y 
Rocky Mt. Speech Conf. 


Feb. |1-13 ‘54, Denver 
E. E. Bradley, Uni 


54, San Francisco, Attend.—450 
owitz, 2 W. 45th me New York 


Attend.—500 

of Denver, Denver, Colo. 
N.E.A. Dept. of Elementary School 
Principals 


Feb. I1-13 ‘54, Atlertic City, Attend.— 


1201 16th St. N.W., Washing 


American Assn. of School Administrators 
Feb. 13-18 ‘54, Atlartic City, Attend.— 
8,000 

Dr. Worth McClure, 120 Sth St. 
Washinaton 6, D. C. 


N.W., 


National Education Assn. Natl. Assn. of 
Secondary School Principals 
Feb. 20-24 '54, Milwaukee 
E. Elicker, 120! 16th St. 


on, D. C. 


Attend.—!,500 
N.W., Wash- 


Assn. Supervision & Curriculum 
Development 

Feb. 21-26 ‘54, S Franc 
2,000 

George W. Denemarl O! 16th St 
Washington 6, D. C. 


Attend.— 


N.W,, 


National Education Assn. Dept. of Audio- 
Visual Instruction 

Mar. 1-5 ‘54, Oklahoma City 
J. J. McPherson, 1201 [6th St. 


Washington, D, C. 


Attend.—1,000 
N.W., 


American Assn. of Junior Colleges 

Mar. 9-12 ‘54, St. Louis, Attend.—350 

J. P. Bogus, 1785 Massachusetts Ave N.W., 
Washington 6, D.C. 


American Industrial Arts Assn. 
Mar. 23-27 ‘54, Los Angeles, Attend.—800 
Dr. Arthur Bricker, Secy., 123 E. 9th St., 


Cincinnati, Ohio 


Mid-West Physical Education Assn. 
Mar. 31-Apr. 2 ‘54, Indianapolis 


467 W. Hancock 


Inland Empire Education Assn. 

Apr. 7-9 '54, Spokane, Attend.—2,800 

R. C. Anderson, W. 504 4th Ave., Spokane 
9, Wash 


American Psychological Assn.—Eastern Reg. 
a 9-10 '54, New Yerk, Attend.—!,500 
G. G. Land, Univ. of Delaware, Newark, 


Del 


American Personnel & Guidance Assn. Inc. 
Apr... 12-15 ‘54, Buffalo, Attend.—1,200 
Nancy Shivers, Acting Exec. Secy., 1534 
"O" St..N.W., Washington 5, D. C. 
American Assn. Health Physical Education 
& Recreation 

Apr. 18-23 '54, New York, Attend.—3,000 
Dr, &. A. Troester, Exec. Secy., 120! 16th 
St., N.W.. Washington 6 D. C. 


National Catholic Educational Assn. 

Apr. 19-22 ‘54, Chicago, -Attend.—10,000 
Miss Betty MacDonald, 1785 Massachusetts 
Ave. N.W., Washington, D. C 


National Assn. of College Stores 

Apr. 20-24 ‘54, Chicago, Attend.—700 
Russall Reynolds, 33 W. College St., Oberlin 
Ohio 


Electrical 


National Rural Electric Cooperative Assn. 
Jan. 11-14 '54, Miami, Attend.—3,500 
Avery C. Moore, 1303 New Hampshire Ave. 
N.W., Washington, D. C. 


Assn. Municipal Electrical Utilities of 
Ontario 

Feb. 22-24 '54, Toronto 
W. R. Mathiesen, 620 
Toronto, Ont., Canada 


Attend.—1,500 


University Ave., 


National Electric Sign Assn. 
Mar. 1-3 '54, Chicago, Attend.—1!,500 
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Industrial Electrical Show 
Apr. 1-3 ‘54 

Miss Marion Alle 

St., Los Angeles, Calif 


Electronics, Radio & Television 


Western Radio Television Conference 
Feb. 19-21 '54, San Francisco, Attend.—350 
J. McNay, 225 Bush St., San Fran- 


Institute of Radio Engineers 

Mar. 22-25 '54, New York, Attend.—35,000 
W. C. Copp, Exh. Mgr., 303 W. 42nd St., 
New York, N. Y. 


Engineering 


American Society for Testing Materials— 
Spring Mtg. 

Mar. 1-5 ‘54, Washington, D. C., Attend. 
—1,200 

Robert J. Painter, Exec. Secy., 
St., Philadelphia 3, Pa. 


1916 Race 


National Assn. of Corrosion Engineers 
Mar. 15-19 '54, Kansas City, Attend.—1,500 
A. B. Campbell, Secy.. 1061 M. & M. Blda., 


Houston, Texas 


American Society of Lubrication Engineers 
Apr. 4-7 ‘54, Cincinnnati, Attend.—700 
W. P. Youngclaus, Jr., 84 E. Randolph St., 
Chicago, Ill. 


American Society of Tool Engineers 

Apr. 26-30 ‘54, Philadelphia, Attend.—7,000 
Allan Ray. Putnam, 10700 Puritian Ave. 
Detroit 21, Mich. 


Firemen 


California Rural Fire Assn. 

Apr. 22 ‘54, Santa Barbara, Attend.—600 
Clifford A. Ommert, Secy., 55 Cambridge 
Way, Piedmont, Calif. 


Flowers & Gardens 


Indiana Horticultural Society 
Jan. 13-15 '54, Indianapolis, Attend.—40. 
R. L. Klackle, Purdue Univ., W. Lafayette 


nd. 


National Garden Supply Trade Show 
Feb. 2-4 '54, New York, Attend.—3,000 
George E. Perry Ol St. Paul St., Balti 
more 18, Md. 


Penna. Nurserymen's Assn. 
Feb, 3-4 '54, Philadelphia, Attend.—175 
Wilbur |. Nislay, Rd. 1, Harrisburg, Pa. 


Georgia State Florists Assn. 
Feb, 21-24 '54, Savannah, Attend.—350 
Wm. Holloway, Statesboro, Ga. 


American Carnation Society 
Feb. 25-26 '54, Indianapolis 
L. T. Kintzele, Secy., P. O. Box 1138, Denve 


1, Colo. 


International Flower Show 

Mar. 7-13 '54, New York 

Clifford Lowther, Secy., 157 W. 58th St. 
New York, N. Y. 


Southern Shade Tree Conf. 

Mar. 17-19 ‘54, Asheville, N. C., Attend. 
—125 

H. C. Scott, Secy., Lookout Mt., Tenn. 
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Food & Food Processing 


National Canners Assn. 

Jan, 16-21 '54, Atlantic City, Attend.—8,000 
Carlos Campbell, 1133 20th St. N.W., Wash- 
ington, D. C 


National Potato Chip Institute 

Jan. 18-20 ‘54, Cincinnati, Attend.—!,500 
H. F. Noss, Exec. Secy., 1360 Hanna Bida. 
Cleveland, Ohio 


All Industry Frozen Food Convention 

Feb. 1-4 '54, New York, Attend.—1!,000 

L. S. Martin, 1415 "“K" St.. Washinaton 5 
a & 


Western States Meat Packers Assn. 
Feb. 9-13 ‘54, San Francisco, Attend.—600 
E. F. Forbes, Pres., 604 Mission St., San 


Francisco, Calif. 


National Wholesale Frozen Food Distributors 
Assn. 

Feb. 21-24 '54, New York, Attend.—2,000 
H. K. Schauffler, Exec. Dir., 60 E. 42nd St 
New York 17, N. Y. 


Western Candy Conference 

Mar. 4-5 ‘54, San Francisco, Attend.—500 
Jack Phelan, 715 Battery St., San Francisce 
Calif 


Associated Retail Bakers of America 
Mar. 14-16 ‘54, Cincinnati, Attend.—1!.000 
735 W. Sheridan Rd., Chicago 13, Ill. 


Forestry, Lumber & Millwork 


Kentucky Retail Lumber Dealers Assn. 
Jan. 11-13 ‘54 Louisville, Attend.—1!,000 
Don A. Campbell, Secy., Lebanon, Ky. 


Southern Pulpwood Conservation Assn. 
Jan. 19-21 ‘54, Atlanta, Atténd.—300 

H. J. Malsberger. 1224 Peachtree St. N.E., 
Atlanta 5, Ga. 


Michigan Retail Lumber Dealers Assn. 
Feb. 2-4 '54, Grand Rapids, Attend.—2,000 
D. J. Moe, 1009 Bank of Lansing Bida 


Lansing, Mich. 


Illinois Lumber & Material Dealers Assn. 
Feb. 9-11 ‘54, Chicego, Attend—4,000 
John D. McCarthy, Secy., 410 S. 5th St 
Springfield, ill. 


Mountain States Lumber Dealers Assn. 
Feb. 10-12 ‘54, Denver, Attend.—1!,000 
J. V. Smith, Secy., 217 Colo. Nat!. Bank 
Bldg., Denver, Colo. 


Indiana Lumber & Builders Supply Assn. 
Mar. 2-4 '54, Indianepolis, Attend.—2,500 
Carl W. Nagle, 912 Guoronty Bida., In- 
dianapolis 4, Ind. 


Gift & Jewelry 


National Antiques Show 

Mar. 8-14 '54. New York, Attend.—1!00,000 
Morton Yarmon, 97 Duane St., New York 
7, HM ¥ 


Lumbermen's Assn. of Texas 

Apr. |1-13 '54, Ft. Worth, Attend.—+4,500 
Gene Ebersole, Exec. V. P., 2 Natl. Bank 
Bldg., Houston 2, Texas 


Hardware 


Western Hardware & Farm Equipment Show 
Jan. 18-20 '54, Kansas City, Attend.—7,000 
W. J. Shaw, 3915 Main St., Kansas City 
2, Mo. 


Ace Hardware Co. 

Jan. 24-28 '54, Chicago 

A. Kraussman, 2355 S. Blue Island Ave., 
Chicago 8, Ill. 


Indiana Retail Hardware Assn. 

Jan. 26-28 ‘54, Indianapolis, Attend.—5,000 
W. J. Sheely, 964 N. Penn St., Indianapolis 
4. Ine. 


Mountain States Hardware & Implement 
Assn. 

Jan. 26-28 '54, Denver, Attend.—400 

. W. Reich, 1233 Spruce St., Boulder, Colo 


Canadian Hardware & Housewares Show 
Feb. 1-4 ‘54, Toronto, Attend.—13,000 
Robt, U. Lamb, 1835 Yonge St., Toronto, 
Ont., Canada 


Canadian Retail Hardware Assoc. 

Feb. 8-10 ‘54, Toronto, Attend.—8,000 
Robert U. Lamb, Exh. Mar., 1835 Yonge St., 
Toronto, Ont., Canada 


New York State Retail Hardware Assn. 
Feb. 16-18 '54, Syracuse, Attend.—1!,000 
N. H. Kiley, Secy.. 904 Hills Bldg., Syra- 
cuse 2, N. Y. 


New England Hardware Dealers Assn. 
Feb. 22-24 ‘54, Boston, Attend.—7,000 
A. C. MacHardy, 185 Dartmouth St., Bos- 
ton 16, Mass. 


Pacific Southwest Hardware Assn. 

Feb. 23-25 '54, Long Beach, Calif., Attend. 

—5,000 

A. ©. Kammeir, 416 W. 8th St., Los An- 
s 14, Calif. 


Health, Recreation & Welfare 


Assn. of Private Camps 

Jan. 13-16 '54, New York, Attend.—2,000 
E. A. Michaelson, 55 W. 42nd St., New 
York 18, N. Y. 


Assn. for Health Physical Education & 
Recreation—N. Y. State 

Jan. 20-23 '54, Buffalo, Attend.—200 

J. Kuhnert, Brd. of Education, Mt. Vernon, 
",. ¥. 


Texas Public Health Assn. 

Feb. 14-17 '54, Galveston, Attend. 

Earle W. Sudderth, Court House, Dallas, 
Texas 


Calif. Assn. of Child Welfare & Attendance 
Feb. 21-26 '54, San Francisco, Attend.—200 
Winton C. Smith, 1415 French St., Santa 
Ana, Calif. 


Southern Safety Conference 
Mar. 7-9 ‘54, Louisville, Attend.—2,500 
W. L. Groth, P. O, Box 8927, Richmond 


National Soc. for the Prevention of 
Blindness 

Mar. 10-12 '54, St. Leuis, Attend.—500 
Florence Nelson, Dir., 1790 Broadway, New 
York 18, N. Y, 


National Sanitary Supply Assn. 
Mar. 21-24 '54, Chicago, Attend.—4,000 
l elly, Exec. V. P., 139 N. Clark St., 


Texas Safety Assn. 
Mar. 29-30 '54, Dallas, Attend.—!,500 
J. O. Musick, 830 Littlefield Bldg., Austin 


15, Texas 


Industrial Accident Prevention Assn. 

Apr. 5-6 '54, Toronto, Attend.—3,500 

R. G. D. Anderson, Gen!. Mar., 600 Bay St., 
Toronto, Ont., Canada 
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Americon Industrial Hygiene Assn. 
9-22 ‘54, Chicago, Attend.—400 
F. Smyth. 440C Sth St.. Pittsburat 


All Ohio Safety Congress & Exhibit 
Apr 22 ‘54, Columbus, Attend.—3,000 


R. T. Spencer, State Cffice Bidg., Columbus, 


American Public Health Assn.—Southern 
Branch 
Ar 23.25 'S t, Pe rsburg Fla.. Attend. 


Hobbies & Toys 


Model Industry Assn. 
a 2-2 C4 = RAC Atte 
R. & hrson, 82 W. Wast 


Do-it-Yourself Show of Boston 
KA 6 '54 B _ 


Do-It-Yourself Show 
KA 27 CA A! Ww 
ns Mar 


kK 8 N.Y 


Home Shows 


California International Home Show 
Mar. 1-13 ‘54, Oakland, Attend.—58.00 
H 277 W. MacArthur 


National Home Show 
Apr. 2-10 '54. Toronte 


ednor, 410 g 


sda 


Otlahome Greater Home Show 
4 ‘54, Oklahoma City, 


New England Home Show & Modern Living 
Exposition 

c Attend.—150,000 
gton St., Boston 


Boston, 


n Attend.—! 


Columbus Home Show 
25-30 ‘54, Columbus 
A. Kiaht, 1175 Dublin Rd. 


Hospitals 


New nee ‘eo gered 


5 
>t Sesion 


Southeastern Hospital Conference 

Apr. 21-23 ‘54, Atlanta, Attend.—!,300 

R. G. Ramsay, Jr., Secy., Gart 
pital, Memphis, Tenn. 


Ramsay 


Assn. of Western Hospitals 

Apr. 28-29 '54, Los Angeles, Attend.—3,000 
Melvin C. Scheflin, Exec. Secy., 26 O'Farre 
St., San Francisco, Calit. 
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Carolinas-Virginia Hospital Conference 
Apr. 29-30 ‘54, Roanoke, Attend.—1!,000 
Te Columbia Hospital, 


Hoteis & Restaurants 


Hotel Assn. of Ontario 
Jan. 19-21 ‘54, Teronto, Attend.—3,000 
R. Corbett, 45 King St., E., Toronto, 


a ' 
Jnt., Canada 


Mid-Amer. Restaurant Exposition 

Feb, 2 5 Cleveland, Attend.—4,000 
Wm. S. Konold, Secy., 600 Beggs Bldg., 
International Stewards & Caterers Assn.— 
Western Territorial Conf. 

Feb. 20-21 '54, Ft. Worth 

~ K. M rie oa Box 271, 


fest Hotel — 
W. Madison St. 
International Stewards & Caterers’ Assn.— 
Eastern Territorial 


Mar. 6-7 '54 N 


Canadian Restaurant Assn. 
Mar. 29-3 54 Attend 


M F > Mont mery Mna 


Bloor St. W., Toront Dnt., Canada 


House Furnishings 


International Home Furnishings Market 
1m. 4-15 '54, Chicago 


National Housewares & Home Appliance 

Exhibit—Winter Show 

sn. 14-21 ‘54, Chicego, Attend.—6.000 
/ 1140 Mdse. Mart, Chi 


National Patio & Barbecue Show 
sn. 24-29 'S4. Los Anaeles 
Pa >, Genl. Mar. 


we Angeles, Calif 


Venetian Blind Assn. of America 

Feb. 25-Mar. 4 '54, Chicago, Attend.—1!,200 
Minita Westcott Mnga. Dir., 2217 Tribune 
Tower, C ago || 


Boston Furniture Show Inc. 

Mar. 29-Apr. 2 '54, Boston, Attend.—3,500 
Mary C. O'Brien, 90 Canal St., Boston 
Ma 


lee 


lce Manufacturers Assn. of Missouri Valley 
an. 11-12 ‘54, Kansas City, Attend.—200 
A. Esphorst, 3820 Washington Blvd., St. 


Assn. of lee Industries of Okla. 
3 homa City, Attend.—125 
Jr., 425 Cravens Bidg. 


Late 


Ice Industries Assn. of Michigan 

Feb. 9-10 ‘54, Detroit. Attend.—é60 

Edw. W. Jackson, 131 E, Kalamazoo Ave., 
Kalamazoo 2, Mich. 


Labor Unions 


Union Label Industries Show 

Apr. 1-6 '54, Los Angeles, Attend.—700,000 
Raymond F. Leneney, Dir., 100 Indiana Ave 
N.W., Washington |, D.C. 


Leather & Leather Products 


Middle Atlantic Shoe Retailers Assn — 
Winter Meeting 

Jan. 30-Feb. 4 ‘54, Philad 

2,000 


h, 2 Kendal Ave., Pittsburgh 2, 


Nat _— Luggage Dealers Assn. 
a ab. 5-6 '54, Chicago, Attend.——100 

— Si eldon, 241 Genesee, Utica 2, N. Y. 
National Shoe Manufacturers Assn., 
Factory Management Conf. 
Feb. 14 16 ‘54, Cincinnati, Attend.—300 
H Secy.. 342 Madison Ave., 


National Luggage & Leather Goods Show 
Apr. 4-8 '54, New York J 500 
ack Citronbaum, Exec. V. P., 220 Sth Ave., 
New York, N. Y. 


Library 


Catholic Library Assn. 
Apr. 20-23 ‘54, Philadelphia, Attend.—500 
J. M, Lynn, 209 Vine Ave., Parkridge, | 


Machinery 


National Industrial Distributors 
an. 12-1 54, E 


Edas water Park 


Canning Machinery & Supplies Assn. 
Jan, 23-27 '54, Atlantic 


W. D. Lewis, Secy. » ©. Box 5925 Wash 


Marketing & Merchandising 
Nationel Notion & Novelty Exhi bit 


2 ‘54, New York, Attend 3,50 
Geo. English, Mar. & Dir., Hotel Statler 
New York, N. Y. 


Southwestern Merchandise Exhibitors Inc. 
21-26 ‘54, Dallas, Attend.—5,000 
ed Sands, 3108 S. Joplin Ave., Tulsa 

a. 


! 
K 


New York Variety Merchandise Fair 
Mar. 9-14 '54, New York, Attend.—5,000 
A. Tarst 12 W., 12nd St., New York, N. Y. 


Medical 


American Academy of Orthopaedic nore 
Jan. 23-28 '54, Chicego, Attend.—3,000 
H. B. Boyd, 869 Madison Ave. Memphis 


American Academy of Allergy 
Jan. 31-Feb. 54, Heuston, Attend.—-400 
Prince, Medical Arts Bldg 


9-12 '54, Memphis, Attend.—1,400 
yilbert J. Levy, 188 S. Bellevue, Memphi 


Mid-South Post Graduate Medical Assembly 
Feb 


Southeastern Surgical Congress 
8-11 =, Birmi ingen, Attend.—|!,000 
, 701 Hurt Bldg. 


Aero Medical Assn. 

Mar. 21-31 '54, Washington, D. C., Attend 
—800 

r. T. H. Sutherland, P. O. Box 26, Marion, 


Ohio 


American Academy of General Practice 
Mar. 22-25 '54, Cléveland, Attend.—6,000 
Wm. G. McVay, Broadway at 34th St. 
Kansas City, Mo. 
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American College of Physicians 

Apr. 5-9 ‘54, Chicago, Attend.—-5,000 

E. R. Loveland, Exec. Secy., 4200 Pine St 
Philadeiphia, Pa. 


American Assn. of Railway Surgeons 
Apr. 6-8 ‘54, Chicago, Attend.—600 
Stephen G. Halos, Conv. Mgr. 605 N. 


Michicen Ave., Chicago 11, Ill. 


Tennessee Medical Assn. 


American Assoc. of Anatomists 

Apr. 14-16 '54, Galveston, Ag Mier ee 
N. L. Hoerr, 2109 Adelbert Rd., Cleveland, 
Of 


Alabama Medical Assn. 

Apr. 15-17 ‘54, Mobile, Attend.—600 
Dr. C Cannon, ee 537 Dexter 
Monta mery A .. 


Industri al Medical Assn. 
Ch - 


American Academy of Neurology 
Ax 25-3 54, Washington, Attend.-—400 
Dr. H. t Fabing, 2314 Auburn Ave., Cin- 


Nursing 


Amer. Assn. of Industrial Nurese 
Apr. 24-May | '54, Chicaac 
Sladys L. Dundeo 654 Madis 
York 21, N.Y. 


Attend.—600 


Registered Nurses Assn. of Ontario 
Apr. 29-May I ' rc 
Miss Florence H. 


St., Toronto, Ont., C 
Optometry 


Kansas Optometric Assn. 
Ac 25-27 '54, Wichita 
Dr. hn Davis, Jr. 
Tope ka Kan. 


Osteopathy 


Massachusetts Osteopathic Society 
Jan. 16-17 ‘54, Boston, Attend.—200 
obert R. Brown, 64 Trapelo Rd., Belm 


American College of Osteopathic 
Obstetricians & Gynecologists 
Feb. 16-18 '54, Los Angele 
Dr. A. J. Still, 428 W. 4th St. 


Poper 


Canadian Pulp & Paper Assn. Technical 
Section 
7 Attend.—1,200 
i St., Mon- 


Wholesale Stationers Assn. of The U. S. 
Mar. |-4 '54, New York, Attend.—300 
H. C. Whittemcre, 250, 5th: Ave., New 
York I, N. Y. 


National Paper Trade Assn. of U. S. Inc. 
Mer. 29-31 ‘54, New York, Attend.—1!,000 

H. ondergran, Secy., 220 E. 42nd St., 
ew York 17, N.Y. ‘ 


Pharmaceutical 


Druggists’ Supply Corp. 

Mar. 8-12 '54, New York, Attend.—500 
George F. Gardner, Exec. V. P., 24 W. 40#+ 
St., New York, N. Y. 
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Southeastern Society of Hospital 
Pharmacists 

Apr. 7-9 ‘54, Atlante, Attend.—100 
Mis Johnnie Crotwe Baptist H 
Atlanta, Ga. 


Photography 


National Photographic Show 

Feb. 16-22 '54, New York, Attend.—7 
W. L. Knighton, Mar. 
New York 16, N. Y. 


000 


3 
303 Lexington Ave., 


Ohio Professional Photographers Assn. 
Feb. 21-23 '54, Columbus 
J. S. G. Salverz, 130!/, 
Caster, Chis 


W. Main St., Lan- 


Illinois Photographers Assn. 

Apr. 4-6 '54, Peoria, Attend.—350 
Jeanne Lindquist, 300 W. Prairie 
Decatur, Ill. 


Plastics 


Society of Plastic Engineers 
’ . ttend.—1!,000 
10 E. Haddon Ave 


Society of Plastics Industy Reinforced 
Plastics Div. 

Feb. 3-5 '54, Chicago 

67 W. 44th St. 


P. / ams 


Publishing 


New Mexico Press Assn. 
5-16 '54, Carlsbad, Attend.—2C0 
iv. of New Mexic 


Kentucky Press Assn. 
Jan. 28-30 ‘54, Louisville 
V. R. Portmann, Univ. of Ky 


Attend.—450 
.. Lexington, Ky. 


Nebraska Press Assn. 

Apr. 22-24 '54, Omaha, Attend.—375 
Vern Scofield, 129 N. 9th St, Lincoln 8 
Nebr. 


Religion 


Mariological Society of Amer. 

Jan. 4-5 ‘54, Washington, D. C., Attend. 
—100 

Rew, J. B. Carol, 600 Sound View Ave 

York, N. Y. 

National Assn. of et, 8 

Apr. 27-30 '54, Cle veland Attend.—3,5 
R. L. Decker, 542 §. Dearborn St., Chicago 


Science 


Amer. Assn. for the Advancement of Science 
Jan. 26-30 ‘54, Boston, Attend.—1,000 
Dr. R. L. Taylor, L515 Mass. Ave. N.W. 
Washington, D, C. 


Society of Exploration Geophysicists 
Apr. 11-15 ‘54, St. Louis, Attend.—500 
C. C. Campbell, Box 7248, Tulsa 18, Okla. 


Federation of American Societies for 

Experimental Biology 

Apr. 12-16 ‘54, Atlantic City, 

5,000 

Dorothy Briggs, Conv. Mar., 2101 Constit 
n Ave., Washington, D. C. 


Attend.— 


Society Economic Paleontologists & 
Mineralogists 
Apr. 12-15 ‘54, St. Attend.- 


E. W. Ellsworth, Box 7, Tulsa, Okla. 


Sports & Sporting Goods 


American Assn. of College Baseball Coaches 
Jan. 5-7 ‘54 Cincinnat nee 15C 

J. H. Kobs, Michigan State College, Ea 
Lansing, Mich. 


American Football Coaches Assn. 

— 6-8 ‘54, Cincinnati, Mitend.-€50 
. O. McLaughry, Dartmouth College, | 

over, N. H. 


National Motor Boat Show 
Jan. 15-23 ‘54, Bre 
Jos. E, Choate, S« 


New York, N. Y. 


National Sporting Gocds Assn. 
Jan. 17-20 '54, Chicago, Attend.—6,000 
G. M. Shutt, | N. LaSalle St., Chicago, Ill. 


Chicago National Boat Show 
Feb. 5-14 'S4, Chicago, Attend.—162,000 
Guy Hughes, 307 N. Michiaan Ave., Chi- 


cago, } 


International Thoroughbred & Allied Trades 
Exposition 

Feo. 6-12 '54, Miami Beach 

Richard Peters, V. P., 2034 Loc 

delphia 3, Pa. 


National Sportsmen's Show & Vacation Show 
Feb. 20-28 '54, New York, Attend.—235,000 
Chas. W: Strong, 139 E. 57th St. New 
York, N. Y. 


Canadian Bicycle & Sport Goods Dealers 
Feb. 22-25 ‘54, Montre Attend 

J. H. Watson, Secy., 17 rv t 

Ont., Canada 


Philadelphia Mojor Boat & Sportsmen's 
Show 

Mar. 5-13 ‘54, 
150,000 

Clinton W. Smullen, Secy., 5 
Bildg., Philadelphia, Pa 


Philadelphia, Attend 


Utilities 


Northwest Public Power Assn. 
Mar. 31-Apr. 2 '54, Tacoma, Att 
Gus Norwood, 131! Columbia 
couver Wash. 


Veterinary 


Ontario Veterinary Assn. a 
Jan. 13-15 '54, Toronto, Attend.—400 
Dr. G. A. Edae, Box 37, P Sta 
Toronto, Ont., Canade 


Indiana Veterinary Medical Assn. 
Jan. 13-15 '54, Indianapolis 
W. W. Garverick, Zionsville, Ind 


lowa Veterinary Medical Assn. 
Jan. 19-21 ‘54, Des Moines, Attend 
F. B. Young, Waukee, lowa 


Illinois Veterinary Medical Assn. 

Feb. 9-12 ‘54, Chicago Attend ( 
Dr. A. G. Misener, 6448 Clark St., Ct 
26, Ill. 


Warehousemen 


National Cotton Compress & Cotton 
Warehouse Assn. , ’ 
Mar. 31-Apr. 3 ‘54, New Orleans, Attenc 
xan 


+ 


dd, 1085 Shrine Bldg., Mempt 


Mayflower Warehousemen’s Assn. 
Apr. 24-29 '54, Boston, Attend.- 

Stewart Davis Smith 1050 C 
Bidg., Indianapo Ind 


The Ahwahnee (Yosemite National 
Calif.) 
Hotel Algiers (Miami Beach) 
Agency: Advertects, Inc 
Allied Van Lines, inc. 
Agency. McCann-Erickson, Inc 
Alpine inn Reg'd. (Quebec) 
Ambassador Hotel (Atlantic City) 
Agency: Shaw & Schreiber, Inc 
American Airlines, Inc. 
Agency. Ruthrauff & Ryan, Inc 
American Decorating Co. Costoenes 
American Neckwear Mfg. Co. .......... 54 
Agency: Food Research & Advertising 
American Society for Metals .....3rd Cover 
Agency: Fuller & Smith & Ross Inc 
Bahamas Government Development Board 75 
Agency: Grant Advertising, !nc 
Baker Hotel (Dallas) dhe ewig tare 
Agency: Alert Advertising Agency 
L. Wm. Baker & Associates 
Agency: The Baker Agency 
Balsams Hotel (Dixville Notch, N. H.) .... 
Agency: Steiner, Towers, Dobrin & Kaus, Inc. 
Beekman Tower (New York) 
Agency: Peck Advertising Agency, Inc 
The Bellevue-Stratford (Philadelphia) 
Agency: Doremus-Eshleman Co 
Millard Bennett Clinics 
Berkeley-Carteret Hotel (Asbury Park) 
Agency. Lester Harrison, Inc. 
Bon Air Hotel (Augusta) 
Agency: Koehi, Landis & Landan, Inc. 
Braniff International Airways, Inc. 
Agency: R. J. Potts-Calkins & Holden, Inc. 
Bright Ange! Lodge (Grand Canyon, Ariz.) 33 
Agency: John W. Shaw Advertising, Inc. 
The British Colonial Hotel (Nassau) 
Agency: Robert L. Hance Advertising Agency 
The Buena Vista Hotel (Biloxi, Miss.) 
Capex Company, Inc. 
The Casablanca (Miami Beach) 
Agency: Advertising Trade Service, Inc 
Cavalier Hotel (Virginia Beach) 
Agency: John Falkner Arndt & Co., Inc. 
Chalfonte-Haddon Hall (Atlantic City) .. 70 
Agency: Gray & Rogers Advert 
Chelsea Hotel (Atiantic City) 


Agency Art} 


ing Agency 


A. Judson, Inc 
Claridge Hotel (Atlantic City) 

Agency: Doriand Advertising Agency 
Hotel Claridge (Memphis) 

Agency: Cole & Company, Inc. 

Clorin Manufacturing Co. 

Agency: Goodkind, Joice & Morgan, Inc 
The Coquina (Ormond Beach, Fia.) 
Czarnowski Display Service eee 
Daytona Beach Convention Bureau 

Agency: Grant Advertising, Inc 
Delano Hotel (Miami Beach) 

Agency: Sidney B. Gorchov Advertising 
Hotel Dennis (Atlantic City) 

Agency Gray & Rogers Advertising Agency 
DilLido Hotel (Miami Beach, Fla.) 

Agency: Advertects. Ip": 

Dinkler Hotel (Atianta) 

Agency: Kechi, Landis & Landan Inc 
Display Sales Bele irgic cased at's 

Agency: S. C. Baer Co _ 
Drake Hotel :Chicago) 


Eastman Kodak Company 
Agency: Charles L. Rumrill & Co.. Inc 
Edgewater Gulf Hotel (Edgewater Park 
Miss.) ‘ 
El Rancho Hotel (Sacramento, Calif.) 
El Tovar Hotel (Grand Canyon, Ariz.) 
Agency: John W. Shaw Advertising, Inc. 
The Empress Hote! (Miami Beach) 
Agency: Flint Advertising, Inc. 
Florez Incorporated 
Galveston, Texas 
Agency: Alert Advertising Agency 
Gordner Displays Co. 
Agency: W. Craig Chambers, Inc. 
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INDEX TO ADVERTISERS 


General Exhibits & Displays 
Agency: Perrin-Paus Company 

The General Oglethorpe Hote! (Savannah) 69 
Agency: Koehl, Landis & Landan, Inc. 

Gibraltar Corrugated Paper Co. 


Age y: Hoyland-Lew 
Gits Molding Corp. 
Agency: L. W. Byrnes & Co 
The Goldman (Pleasantdale, N. J.) 
Agency: Steiner, Towers, Dobrin & Kaus, Inc 
Hotel Governor Clinton (New York) .... 85 
Agency: Koehi, Landis & Landan, Inc 
The Gray Line Association 
Agency: Beaumont and Hohman, Inc. 
The Greenbrier (White Sulphur Springs, 
W. Va.) 
Agency: Robert Conahay & Associates 
Gunter Hotel (San Antonio, Tex.) 
Agency: Pitluk Advertising Co 
Jam Handy Organization 
Agency: Campbell-Ewald Company 
Hartwig Displays 
High Point Inn (Mt. Pocono, Pa.) 
Agency: Koehl, Landis & Landan, Inc. 
Hotel Hollenden (Cleveland) 
Agency: Koehl, Landis & Landan, Inc. 
Hollywood Beach Hotel (Hollywood, Fa.) 52 
Agency: Advertects, Inc. 
Hollywood Roosevelt Hotel (Hollywood, 
Calif.) 
Agency: Advertects, Inc 
Saxi Hoiltsworth, Inc. 
House of Shows 
The Inn (Buck Hilj Falls, Pa.) 
Agency: Needham & Grohmann Inc. 
International Amphitheatre 
Ivel Corporation 
Agency: The Wexton Co. 
Jefferson Hotel (Atlantic City) ...... 
The Jefferson (Richmond) 
Agency: John Falkner Arndt & Co., Inc. 
Jung Hotel (New Orleans) 
Agency: Alert Advertising Agency 
Kentucky Hotel (Louisville) 
Agency: Doe-Anderson Advertising Agency 
Key Biscayne Hotel & Villas (Miami) 
Agency: Houck & Co. of Florida, Inc. 
The Kirkeby Hotels 
Agency: James R. Flanagan Advertising Agency 
La Fonda Hote! (Sonta Fe, N. M.) 
Agency: John W. Shaw Advertising, Inc. 
Howard Lanin Management, Inc. 
LaSalle Hotel (Chicago) 
Agency: Ross Llewellyn, Inc 
Lennox Hotel (St. Louis) 
Agency: Olian Advertising Agency 
Las Vegas Convention Bureau 
Agency: West-Marquis, Inc. 
Masque Sound Engineering Co. 
Mayo Hotel (Tulsa, Okla.) 
Agency: Watts, Payne Advertising, Inc. 
Albert Meltz Studios 
Messmore & Damon 
City of Miami Beach 
Agency: August Dorr Advertising 
Monte Carlo Hotel (Miami Beach) 
Agency: Roland Bodee Adv. Co. 
Mont Tremblant Loage (Mont Tremblant, 
P. 9., Con.) 
Agency: John Falkner Arndt & Co. 
Hotel Morrison (Chicago) 
Agency: Patton, Hagerty & Sullivan, Inc. 
Jack Morton Productions 
Ira Mosher Associates 
Mt. Airy Lodge (Mt. Pocono, Pa.) 
Agency: Union Square Advertising Agency, Inc. 
Mt. Washington Hotel (Bretton Woods, 
N. H.) 
Agency: The Goulston Company, inc. 
Owen Murphy Products, Inc. 
National Guard Armory 
The National Hotels Co. 
Agency: Alert Advertising Agency 
Netherland Plaza Hotel (Cincinnati) 
Agency: Ruthrauff & Ryan, Inc. 


Hotel New Yorker (New York) 
Agency: Hilton and Riggio, Inc. 
North American Van Lines 
Agency: Applegate Advertising Agency 
Northernaire (Three Lakes, Wis.) 
Agency: North Woods Advertising Agency 
Northwest Airlines, Inc. 
Agency: Cunningham & Walsh, Inc. 
Ohio Displays 
Palace Hotel (San Francisco) 
Agency: Swafford and Company 
The Pantlind Hotel (Grand Rapids, Mich.) 74 
Parisian Novelty Company 
Agency: Robert Peterson Advertising Agency 
Hotel Peabody (Memphis) 
Peninsular & Occidental Steamship Co. 
Agency: Houck & Co. of Florida, Inc. 
City of Philadelphia 
Agency: The Beacon Agency, Inc. 
RCS Studios 
Rappaport Studios, Inc. 
Reeves Soundcraft Corp. 
Agency: Dowd, Redfield & Johnstone, Inc. 
Reno Chamber of C 
Agency: Thomas C. Wilson Advertising Agency 
Royal York Hotel (Toronto, Canada) .... 32 
Agency: Kenyon & Eckhardt, Inc. 
Sacramento Convention Bureau 
St. Clair Hotel (Chicago) 
Sans Souci Hotel (Miami Beach) 
Agency: Roland-Bodee Advertising Co. 
Sea Isle Hote! (Miami Beach) 
Shelborne Hotel (Miami Beach) 
Agency: Sidney B. Gorchov Advertising Agency 
The Shelburne Hotei (Atlantic City) 78 
Agency: Dorland Advertising Agency 
Sheraton Corp. 

Agency: Batten, Barton, Durstine & Osborn, Inc. 
Sherman Hotel (Chicago) 14 
Agency: Kastor, Farrell, Chesley & Clifford, Inc. 
Shore Club Hotel (Miami Beach) 83 
Agency: Sidney B. Gorchov Advertising Agency 
The Shoreham (Washington, D. C.) 48 

Sho-Aids, inc. 
Agency: The Roland G, E. Uliman Organization 
Skirvin Hotel (Oklahoma City) 
Agency: J. Stewart Bell Advertising 
The Skyline Inn (Mt. Pocono, Pa.) 
Soreno Hotel (St. Petersburg, Fla.) 
Agency: Griffith-McCarthy, Inc. 
Southwest Hotels, Inc. 
Agency: The Albert J. Barnes Company 
Split Rock Lodge and Club (White Haven, 
Pa.) 66 
Agency: Lewis & Gilman, Inc. 
Stanley Hotel (Estes Park, Colo.) 
State Fair of Texas 
Agency: Ray Beall Advertising 
Hotels Statler Co. Inc. 
Agency: Young & Rubicam, Inc. 
The Strong Electric Corp. 
Agency: Wendt Advertising Agency 
Terrace Plaza Hotel (Cincinnati) 
Agency: Ruthrauff & Ryan, Inc. 
Training Films, Inc. 
Trans Canada Air Lines 
Agency: Cockfield, Brown & Co. 

Trans World Airlines 2nd Cover 
Agency: Batten, Barton, Durstine & Osborn, Inc. 
Travel Enterprises, Inc. ...-----+----++0% 53 

Tulsa Hotel Association 

Agency: Watts-Payne Advertising Agency 
United Air Lines 

Agency: N. W. Ayer & Son, Inc. 
Westen-Wilcox Sales Agency 
Western Hotels, Inc. 

Agency: Botsford, Constantine & Gardner 
Hotel Westward-Ho (Phoenix, Ariz.) .... 68 

Agency: Pitluk Advertising Co. 
Williamsburg Inn & Ledge (Williamsburg, 

Va.) 

Agency: Needham & Grohmann, Inc. 
Wilton Hotel (Long Beach, Calif.) 

Agency: Patch & Curtis Advertising Agency 
Hotel Woodward (New York) 

Agency: Theodore Reade Nathan 


SM/JANUARY 


MORE SALES “MILEAGE” 
PER DOLLAR INVES 


THE 36" NATIONAL 
METAL EXPOSITION 
AND CONGRESS 


The greatest “Sales-Maker” in the 


€ of j CAGO metals industries will be bolstering 
s 


last quarter sales for alert and ag- 


INTERNATIONAL AMPHITH EATRE gressive exhibitors at Chicago this 


Fall .. . when the “Metals Market- 


November 1-5, 1954 xicitSatgrrssee 


Floor plans available . . . space 


allocations coming up soon! 


7301 Euclid Ave., Cleveland3, Ohio °¢ ‘Phone UTah 1-0200 
W.H. Eisenman Chester L. Wells 
Managing Director Asst. Director 


The American Society for Metals ... creators, owners and 
nanagers of the National Metal Exposition ... The National 
Metal Congress ... The Western Metal Exposition... the 
Western Metal Congress 
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PROGRAMS 


Here’s a tip, Mister — 


Use This One-Stop Service § 


Want to be sure of a well-organized, smooth-running, hard-selling meeting 
of any size and save a lot of work, worry, time and expense? Call on The 
Jam Handy Organization for one-stop service. 


All you need to do is tell Jam Handy what you want to accomplish—whether 
it be to inspire a sales organization, introduce a new product, or conduct 
a training course. Help on every phase and detail will be available to you. 
You can get competent help on pians, charts, decorations, speech-coaching, 
etc., right up to the full-dress staging. You get a complete package, carefully 
coordinated, tailored to your budget and to your purpose, 


With this One-Stop Service you deal with one organization and pay only one 
bill. When you do the job with the help of Jam Handy you can relax. You 
have assurance that every detail will be taken care of rightly. 


Just call the office nearest you and let them show you how you can get 


all this help. 


7c JAM HANDY 
garg 


io 
| 
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PRESENTATIONS 
ca ani 


Speech Coaching 
Decorations 
Music 

Briefings 
Programs 
Entertainment 
Presentations 
Convention Plans 


Motion Pictures 
Meetings Packages 
Demonstration Devices 
Training Devices 
Skits 

Animated Cartoons 
Slidefilms 
Transparencies 
Slides 

Turnover Charts 
Poster Charts 
Banners 


Pageants 

Stage Presentations 
Portable Stagettes 
Meeting Equipment 
Projection Service 

Film Productions in Color 
Convention Supervision 


NEW YORK 19 DAYTON 2 DETROIT 11 PITTSBURGH 22 CHICAGO 1 
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